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See the new BUYING CHECK LIST on page 95 March 26, 1959 








for the prestige line of hand tools...it’s GREAT NECK 
...where emphasis is placed on quality for repeat sales 


T he tools illustrated rep- 


resent a small part of the 
line manufactured by Great 
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ONE PIECE HAMMER MIRROR-POLISHED TUBULAR A-2 SPORTSMAN AXE 


Curved or straight claw. Forged- Toughest, Tubular steel shaft. | With genuine leather sheath. Per- 
Neck. GREAT NEC K § steel, air-cushioned, mirror- Can't bend, break or splinter. | fectly balanced, 


TOOLS REACH THEM t_polished head. Curved or straight claw. forged-steel. 


' ALL: whether it’s the ex- ( ow, iN 


erienced mechanic or the - 
/ gE yi @. 
NO. 325 ADJUSTABLE ’ 


discriminating homeowner, 
there’s a Great Neck tool to] typutar HACK SAW FRAME G-1 BLOCK PLANE NASSAU HAND SAW 
All-plated, with handle and blade Available in 6’. Adjustable mouth | A full four gauge saw, 26” in length. 


air-cushioned, 











meet the need ...So see 


your wholesaler today. finished in gold. for coarse to fine work. True taper ground. 






























| TB) STEEL SQUARES enn 
, - One and two foot squares, “B’’ SERIES SCREW DRIVERS SOCKET-BUTT, 
mwe| made of one-piece steel. Blade extends through handle. FOUR PIECE 
™ Accurately graduated in | Heavy steel cap withstands de- G-4 SMOOTH PLANE CHISEL SET 
1/16", 1/12, 1/10” and , structive blows. Mirror-polished Available in 8’ and 9” for coarse 
1/8”. |} and cross-ground to exact size. to fine work. il 
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NO. CS-12 COMBINATION LF al nly 


i a ~~ 
————— With level and scriber. Accurately ~ 

MINEOLA NEw roam NO. 28 COPING SAW FRAME graduated in 1/8”, 1/16” and NO. PT-5 GOOD EARTH® PLASTIC 

NO. MO-25 COUNTER DISPLAY “The finest coping saw frame 1/32’. Can be used as try square, HANDLE, FIVE PIECE GARDEN SET 














Holds one dozen high speed Molyb-§ made.”’ Adjustable to 6” and 612" mitre square, depth or marking | Consists of trowel, transplanter, fork, 
denum hack saw blades. blades. gauge, or as a level. weeder and cultivator. 
“Engineered quality tools since 1919” Sold through wholesalers 


GREAT 


BUCK BROS., Milbury, Mass — a subsidiary of GREAT NECK 
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NEW PROFIT PLAN! 


Designed to bring 100 new customers 
into your store! 


Chicopee Fiberglas Profit Plan— a complete marketing 
program to increase your store traffic, your screening 
sales, your related item sales...HERE’S HOW IT WORKS: 


1. Offer these plans 2. Run this ad 3. Sell these items 
































Porch, patio and breezeway plans. Accu- It’s a real traffic-builder because it Sell Chicopee Fiberglas Screening, 
rate, detailed, easy-to-follow plans that offersavaluable premium.Thisadcan staplers, hammers, tacks, nails, paint, 
show the “Do-it-yourselfer” how to add bring 100 new customers into your roofing, framing... everything needed 
an “Outdoor living room” to his home. store. And, it’s free from Chicopee! to screen or build a screened porch or 
They’re worth 50¢, but you get 100 plan patio. Sell up to $300.00 worth of mate- 
books free from Chicopee. You offer them rial with each sale! 


free to your customers. 


That’s Chicopee Fiberglas’ Profit Plan ... the promotion that’s patterned after success- 
ful supermarket retailing techniques. The promotion that’s keyed to today’s “Do-it- 
yourself” and “Outdoor living” trends. 

Join the smart retailers who have proved Chicopee’s Profit Plan builds traffic, sales and 

profits. Here’s all you have to do: 

1. Order two rolls(or more) of Chicopee Fiberglas Screening from your wholesaler. 

2. Mailthe inspection tags, (found inside each roll) together with your store name and address 
to Chicopee Fiberglas Screening, Box 59. Chicopee Mills, Inc., Lumite Division, 47 Worth 
Street, New York 13, N. Y. 

3. We will send you Free: 100 sets of Porch, Patio and Breezeway Plans, and 2 ad mats. 
That’s right, when you buy two rolls (or more) of Fiberglas Screening you get $50.00 
worth of plans (retail value) and ad mats free! 






FIBERGLAS* SCREEN 


ORDER FROM YOUR WHOLESALER TODAY! {T.M.0.C.F. Corp. 


BUCK BROS., Milbury, Mass — a subsidiary of GREAT NECK 
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LAWN-BOY REPORT + MARCH 26, 1959 
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Why Jerry-Builders Can’t Build Lawn-Boys 


My old pappy used to tell me... (down, 
Maverick ... down, boy)—what I mean is, 
your old sales manager is trying to tell you... 
“You can’t build a LAWN-BOY in a garage!” 

And—surely your question will be...“‘Why 
can’t you build a LAWN-BOY in a garage?” 

Well, everyone knows it’s a fairly easy 
matter to throw together a power mower... 
a jerry-built one, that is. You pick up some 
wheels here, some stampings there, some sur- 
plus steel rods and angles, a keg of assorted 
cotter-pins, stove-bolts and lockwashers.. . 
and by golly, you're a “‘lawn-mower manu- 
facturer.’’ Oh, yes, you do need a motor, too. 
With good luck you'll pick up one that will 
suit your purpose, more or less. Then you'll 
be a full-fledged jerry-builder ! 

Now... why can’t you build a LAWN-BOY 
that way? 

Brother, the answer is, a LAWN-BOY simply 
isn’t an assembled oddity—it’s a manufac- 
tured commodity! It’s expertly planned, de- 
signed, tooled, engineered, finished, tested, 
inspected and strictly quality-controlled... 
to deliver positive lawn-cutting satisfaction to 
your customers. 

Yes, a LAWN-BOY is built to do a job... 
not just to make one for the town tinker. 
Every LAWN-BOY has built-in ruggedness and 


operating pleasure 
dependability. 


. . . plus year-after-year 


And what’s more, people know that’s true 
about LAWN-BOY. All we have to do is keep 
on talking about it in our national advertising 
so people won’t forget it. And all you have to 
do is keep telling them face to face, so they 
won't go out tomorrow and pick up some 
weirdly assembled mechanical mongrel. 


And here’s another thing we both have to 
keep retelling your customers: 


LAWN-BOY is the only power mower that’s 
built by Outboard Marine Corporation, 
makers of Johnson, Evinrude and Gale out- 
board motors. Nobody else has such experi- 
ence in building light motors. Nobody else 
can offer such a meaningful factory warranty 
—backed by all this wealth of experience plus 
3500 authorized service stations, nationwide! 

So that’s why sooner or later every dealer 
discovers the same thing. It pays to handle, 
and feature, the power mower that is engi- 
neered from the ground up to do a better job. 
It pays to sell the power mower you can 
depend on, built by people who are experts 


in their field... who will stand behind the 
product they build. And that product, of 
course, IS LAWN-BOY .. . the power mower you 


can’t possibly build in your garage! 


Bee 


ek Diatiltines 


Sales Manager 





Lamar, Missouri, Division of Outboard Marine Corporation. 
Makers Of Jdohason, Evinrude and Gale Outboard Motors. 


LAWN ¥ In Canada: LAWN-BOY, Peterborough, Ontario. 


Want more facts? Circle 101, p. 111 
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NEW from Dearborn, the 


unvented wall heater is a leader almost overnight! Rated at 
just right for bathroom, bed- 


10,000 BTU, the “Clip-on”’ is 


room, utility room, kitchen, small office, or any other small 
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From the superb new Sealed-Vent, the beautiful 
Regency, and the smart new Crest series to the 
smallest new star, the ‘“‘Clip-on”’ wall heater, Dear- 
born is the standard of quality among gas area 
heaters. With improvements and new products being 
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PROFIT 


The NEW Dearborn QEQIEC-VEnt 


This amazing new Dear- 

born Sealed Vent thru. WALL HEATER 
the-wall gas area heater introduces a new dimension in 
beauty and safety! Extremely simple installation. 
Expertly and tastefully designed by the makers of the 
outstanding Dearborn Regency, it will please the 
eye— provide safety and comfort for any customer. It 
is an outstanding example of Dearborn design and 
engineering bringing you even more quality-in-action. 





introduced as part of Dearborn’s Quality-In-Action 
1959 program, every Dearborn dealer is assured of 
greater profit. More than ever, in 1959, you'll be 
glad you’re selling Dearborn! 


STOVE COMPANY, DALLAS, TEXAS 


Regional offices: Dallas, Chicago, Los Angeles, San Francisco, and Atlanta 








HOBO 
CHEF 


SATELLITE 
PORTAPLE COOLER 


SEALED-VENT 
HEATER 


AIR 
COOLER 
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—_] 
CLIP-ON AIR UNVENTED VENTED WALL 
HEATER COOLER HEATER HEATER HEATER 


Want more facts? Circle 102, p. 111 
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WELDED 
RINGS 


Made from 
steel in a wide 
range of sizes 
or diameters. 
Self-colored 
and hot galvanized. 





"It's easy to sell 

Acco attachments and fittings! 

They go with chain sales—| 

they're the same’ matched quality 

as other Acco products; \\S 
..and they're profitable!” — 


e Nearly everyone who buys 
chain is a customer for chain attachments 
and fittings. So be prepared to boost chain 
sales and profits by stocking Acco attach- 
ments and fittings. When a customer buys 
chain, sell him an Acco attachment or fit- 
ting to make his chain assembly complete. 
It’s a customer service he’ll appreciate and 
it will soon mark your store as ‘“‘chain 
headquarters”’ in your community. 


Acco chain attachments and fittings are 
designed and manufactured to the same 
high standards as all other acco chain 
products. As a result, when you feature a 
complete chain section of American Chain 





SLIP HOOKS 


Drop-forged and 
shaped to permit 
chain to slip easily 
through the loop. 
Furnished natural 
finish. 9 sizes —for chain sizes 
4%" through 1’. 











OCD) 


SWIVELS 


Made from malleable iron, de- 
signed to withstand the actual 
strength of the chain used 
with. 9 sizes—for chain sizes 
lg through 34 “. 





“S$” HOOKS 

\ \ YY Standard 

\ SQ S-Hooks carried 

“ in 47 different 

\ sizes. Regularly 

furnished bright 
finish. 





ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 


distributor for complete 
tion about these items 


our York, Pa., office for free Cata- 
log DH-176B and Price Lists R-957 


and R-758. 


 nmnee - 2 nee anne - oes 


ANCHOR 
SHACKLES 


Made with 
threaded screw 
pin (shown) or 
plain round pin (not shown). 
Drop forged. 15 sizes—4" to2”. 
Self-colored, hot galvanized. 











~ 


ROPE SWIVEL SNAPS 
Have welded ring for engaging 
rope. 2 sizes: 6 ga. x 1%" I.D. 
| ring, 7 ga. x %” L.D. ring. 
| 25 pieces in carton. Bright, 





bright zinc and nickel plated. 










sn 
a 
re 


informa- 
or write 
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items, you can be certain you are selling a 
line of products with “matched quality” 
throughout. 


@ ACCO attachments and fittings are 
‘‘matched”’ in another way, too! Most of 
the items shown on this page come packed 
in individual cartons and boxcs 
for greater ease in stocking, han- 
dling, and displaying. 
make your selling job easier, 
product labels list the correct 
chain size with which the item 
should be used for maximum 
safety. Sell the best ...sell acco 
Chains and Fittings! 


And to 





GRAB HOOKS 


For use on log and 
other utility 
chains. Drop 
forged. Grabs 
when hooked over 
link of chain. 9 sizes—for 
chain sizes 4” through 1’. 
Natural finish. 








REPAIR LINKS 


An easy way of joining pieces 
of chain. Can be closed cold. 
11 sizes— 6" x 1” to 4%" x 2%”. 
Bright and hot galvanized. 





“D OPEN-EYE 
SWIVEL SNAPS 


Eye of snap is left open for 
attachment. Match snap size 
to chain size. No. 3-4, 1-2, 


1/0-2/0, 3/0-4/0. Bright, 
bright zinc or nickel plated. 


— 





_ hot galvanized. 













\\ COLD sHuTs 
\\ For joining 
") large sizes of 
chain. Use one 
size heavier 
than chain size, 3/16” to 1%”. 
Natural finish. 


AEG 
> ee 
CONNECTING LINKS 


Drop forged, for temporary 
or permanent repairs. 13 sizes 
—3%6” size and 






-¥i," to 14%". %” 
larger have interlocking lugs 
and rivets. Self-colored and 
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COTTER PINS 
Made from cold drawn half- 


round steel wire. One end ex- 
tended for easy spreading. 
Wide choice of sizes. 





American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


wees eran ene meee ownenmmn centers 


A¢CcO 








i 


wifi 
LUT AE 
LM La Wisteen,. 
**. ’ 
. 7 
7 


4 


TTD 
tibyiy Ui 
‘ 


. 
“<< 


103, p. 111 


Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
*indicates Warehouse Stocks *Portland, Ore., *San Francisco 
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Editorial 


by W. A. Phair 


The outlook for Spring. . . 


Some day I’d like to have all of you sit with me and read the 
letters that come to us from readers all over the country. 


I know you would find this mail interesting and stimulating, as 
we do. These letters tell us of favorable developments, as well as 
unfavorable situations. They tell us of successes and failures. 


Often these letters are complimentary of our efforts. Sometimes 
they are critical. But no matter what the subject is, we’re happy 
to hear from readers and we consider each letter to be very im- 
portant. 


Sometimes these letters are touched with humor, as in the case of 
a note from the wife of a dealer. It seems there had been no change 
or improvement in their store for 20 years and this wife wanted 
to know if we could tell her how to get her husband off the seat of 
his pants and improve the store. 


Sometimes these letters are a little sad. We’ve had several recently 
from folks who were retiring and had sold their stores. They had 
been reading HARDWARE AGE for so many years that they felt we 
were one of the family. So they most thoughtfully wrote to thank 
us for the help and encouragement we had given them over the years 
and to tell us how they would miss the friends they visited through 
the pages of each issue. 


One of the especially interesting aspects of this mail is the way it 
keeps us in touch with the way sales are going. For example, I have 
in front of me a report of sales for 15 medium-sized wholesalers, 
comparing the first two months of this year, with the comparable 
months of a year ago. Six of these wholesalers report a decline in 
sales, but nine report increases of up to 20 percent. 


This is significant when you consider that several of the whole- 
salers who reported declines are located in areas suffering from un- 
employment. 


Reports from dealers follow this same pattern. Some down, but a 
majority higher. And we notice that manufacturers are also talking 
more optimistically. The sales figures collected by the government 
show that the hardware-lumber retail store group was up 16 percent 
in February over a year ago. You’ll find a number of reports like 
this elsewhere in this issue. Incidentally, the number of people read- 
ing HARDWARE AGE and the number of advertising pages published 
is also showing an increase this year. 


It seems to me that these signs are all pointing to the fact that 
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Editorial 


continued 


business this Spring is going to be a lot better than a year ago. 


I realize that you can’t pay your taxes with these statistics, but 
nevertheless these figures are valuable as a general guide to what is 
happening. They also provide a means for you to check your progress. 


If your sales are not showing an increase this year and if you 
are not being affected by some local condition, perhaps you should 
stand back and take a good look at what you’re doing. Something 
may be out of whack. 


Jet age planning... 


Another interesting facet of this mail is the opinions that readers 
express as to the cause of some of the problems the trade faces. 


In this morning’s mail, one dealer says that manufacturers are 
responsible because they sell to any and everybody at wholesale cost. 
Another reader feels that wholesalers are to blame because some of 
them sell to discounters and supermarkets at 5 percent over cost. 


A wholesaler thinks that manufacturers are trying to play both 
sides of the fence at the same time and are going to be shocked one 
of these days when wholesalers begin to demand a written statement 
of policy from them. Then there is a manufacturer who is firmly 
convinced that most of today’s problems come from the failure of 
wholesalers and dealers to adopt modern selling methods. 


Another interesting letter tells of a manufacturer whose chief 
business has been with department stores, discount houses and catalog 
firms. This manufacturer is discovering that while he’s moving a 
lot of goods, he’s not making much money. Seems there are too 
many trick freight deals, too many calls for expensive demonstrators, 
too many requests for extra advertising allowances. When he gets 
done with all these extra expenses, there’s not much profit left. 


Now he wants to get back to the “legitimate trade” where his 
volume may be a little less, but he’ll make a better profit. But he 
finds that wholesalers don’t seem to be too much interested in talk- 
ing with him and he wonders what he should do about this. 


I think many of these letters highlight the common weakness of 
blaming the other fellow for our troubles. This may be a very 
human way of looking at a problem, but it never solves it. We might 
find some answers more quickly, [ think, if we were to look at our- 
selves a little closer. Maybe some of the fault rests with us. 


Each passing year sees many innovations in our living habits and 
in our business methods. Someday soon I hope to take my first ride 
in a jet passenger airplane. Yet it seems as though it was only a 
few years ago that I was excited about my first trip in a DC-3. 


Now that I’m able to travel at jet-age speed, I wonder if I have 
adjusted my thinking and planning to this new and wonderful world. 
In short, the world is changing; am I keeping up with it? This is a 
question that every dealer, wholesaler and manufacturer should 
ask himself, before he starts finding fault with the other fellow. 


Too many of us are trying to do business in a jet age with Model 
T methods. Are you? 
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EVERYBODY-— 


is a customer 


e 


* ; 


for §-K/Lectrolite Wrenches 





Including Home Handymen 


farmers, mechanics and even housewives 


Start now to sell more of your tool customers— 
more often! S-K/Lectrolite attracts the widest 
segment of hardware traffic possible—yet pro- 
tects your operating capital by eliminating the 
need for oversize inventory. 


All types of tool users respond immediately to 
the outstanding value and quality apparent in 
every detail of these precision made tools. 


With the S-K /Lectrolite line, you offer the right 
quality /price combination that assures 3 to 4- 
time turnover .. . a matter of record wherever 
this fast-moving line is displayed. High-profit set 
sales alone deliver more than twice the business 
possible with the ordinary line of individual 
wrenches. 


SKL2 





ma rm a 
os .@. as 


CHICAGO 32, 


You get everything you need for smart merchan- 
dising—including new SpaSaver* Displays— 
NRHA-approved to meet your space and selling 
requirements. No extra cost. 


Your profits are protected! Our distribution pol- 
icy makes S-K/Lectrolite Tools available only 
through established wholesalers and retailers. 


Ask your wholesaler’s salesman about this profit- 
proved program for your hand tool department. 
Or write, wire or phone S-K/Lectrolite Tools 
collect. In Chicago, call LAfayette 3-1300; in 
Defiance, Ohio, 3-2065. 


Why not write today for Brochure 


DB958 which describes the really prac- 
tical, profitable SpaSsaver* Displays. 


*Trademark 


ILLINOIS and DEFIANCE, OHIO 


F, | mm &F : : : ;? . 3 : - \ 7 ' «zy » 
7 FAL EE FT — | 4  ? , a & 4 ' ’ 


Want more facts? Circle 104, p. 111 
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WASHINGTON 


Hous 


Change in minimum wage-hour 
law will affect all dealers 


Strong support is developing for plans to ex- 
tend the federal minimum wage-hour law to 
larger dealers. Dealer in the % million dollar 
sales bracket would have to pay workers more, 
and small dealers would be affected in the com- 
petition for workers. 

The administration and a strong Democratic 
bloc in Congress are fighting for the extension, 
a major proposal by Sen. John Kennedy (D., 
Mass. ). 

The measure would extend coverage to stores 
with an annual gross volume of $500,000 or 
more. 

Stores covered would have to pay all em- 
ployees at least $1 an hour and time-and-a-half 
for more than 40 hours a week. Some 4.5 mil- 
lion workers would be affected. 

A companion proposal of Sen. Kennedy, that 
the minimum wage be boosted to $1.25 an hour, 
is opposed by the administration “for now.” 


p outlook 


With such broad support, there is a good chance 
the wage-hour law will be extended. The chance 
that the minimum wage will be raised is not as 
strong, but is a possibility. Smaller stores, al- 
though untouched by wage-hour rules, would 
have to compete with larger stores for workers. 


Congress is pushing bills 
to aid small businessmen 


A number of new small business measures is 
piling up in Congress. 

Among the latest bills to help small firms 
are seven measures sponsored by Sen. Hubert 
Humphrey (D., Minn.). Three measures are 
technical amendments to the antitrust laws. The 
other measures would: 

Establish a graduated income tax to give 
substantial tax cuts to small corporations by 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


cutting the tax rate on profits under $100,000 
a year. 

Strengthen the prohibition against sales of 
goods at unreasonably low prices where the 
effect is to destroy competition. 

Provide disaster loans to small firms forced 
to relocate because of federal highway construc- 
tion. 

Prohibit loss-leader selling. 


p outlook 


The tax proposal is not likely to be considered 
until next year, when all taxes will come under 
study. The other proposals could pass if they are 
strongly backed by you and other local business- 
men. 


Tougher antitrust laws are 
probable before year's end 


The nation’s antitrust laws are likely to be 
toughened by Congress this year. Mergers, en- 
forcement of anti-price discrimination, and anti- 
monopoly laws will be affected. 

A pending measure would require firms plan- 
ning to merge to give the government 60 days 
advance notice. This would apply to firms with 
combined assets of $10 million or more. 

Other bills would give the Federal Trade Com- 
mission more power to enforce cease-and-desist 
orders against unfair business practices, and 
give the Justice Department more power to move 
against monopolies. 

Also pending is a measure to repeal the 
“good-faith” defense, which permits suppliers 
to cut prices to some of their customers if it is 
done to meet competition. 


p outlook 


These measures are backed by their sponsors as 
methods of helping small, independent firms 
compete against the economic power of the 
giants. All except the good-faith repeal measure 
stand a good chance of being enacted this year. 








Ji haa aat-) oe Lona 


ELECTRIC HEDGE TRIMMER 


MODEL 1360-B 





ONLY HEDGE TRIMMER ON THE MARKET WITH 


SO MANY SELLING FEATURES 


YET PRICED SO LOW FOR VOLUME SALES: 


@ 13” sickle-type blade of hardened Swedish Blue Steel Match the new improved Trimmer-Boy against 

precision ground to stay shew p! : any other trimmer for looks and performance and 

15 trap lock cutter teeth firmly grip the material to be you'll see why it has become the fastest selling 

cut without a slip .. . and cut clean! ; 

® Rugged 115 volt AC series motor with 1.6 amp. rating! hedge trimmer in the world. The new improved 
, ' Swedish Blue Steel blade with ground angle cut 

















® New improved bevel pinion gear and cam action 
insure years of trouble-free performance! and trap-lock cutter teeth cuts twigs, branches as 
@ Sturdy die-cast aluminum housing! no other trimmer can. And new improved, trouble- 
® Completely insulated comfort-grip handle! free performance, streamlined design, consumer ap- 
© 3-wire ground cord for maximum safety (with adaptor)! proved colors, light weight and unbeatable low price 
® Beautiful green and yellow baked enamel finish! make it the most wanted power trimmer you've 
® Modern streamlined design! ever sold. Try it yourself and you'll see why! 
@ Unit weighs only 5'2 pounds! 
® Contour design auxiliary handle fits either side or back! 
® Metal wall-mounting bracket included at no SHOPMATE 
extra cost! 
® 30” extension handle SUGGESTED RETAIL mail to: George Weatherby, Sales Manager HA-39 





(optional)! PORTABLE ELECTRIC TOOLS, INC., 320 W. 83rd St., Chicago 20, III. 
Please send me complete information on the 1959 
Trimmer-Boy, including prices. 
Name 


Nationally advertised in leading 
publications like Saturday 

Evening Post, Popular Address 
Mechanics, True, Popular City 
Science, Life and Esquire. 









Firm Name 








Zone State 


My Preferred Distributor wieites 
PORTABLE ELECTRIC TOOLS, INC., 320 W. 83rd St., Chicago 20, Ill. = 


Want more facts? Circle 105, p. 111 
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HARDWARE BUSINESS 


OuTlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE 


is a boom 


starting? ... 


consumer 


spending plans... 


February 


sales up... 





A new boom is in the making. That’s what the National Assn. of 
Credit Management sees directly ahead. This trend means to hard- 
waremen checking plans for the next few months to profit from 
more consumer spending. Here is the way credit managers see 
things. Your customers will have more money to spend: farmers 
will get more government aid; labor will get higher wages with 2.9 
million workers already scheduled for more pay in 1959 plus 4.4 
million workers covered by escalator clauses. Consumers are in 
a buying mood, willing to use credit. A likely federal deficit will 
spur inflation. The credit association sees the boom underway 
in a steady rise this spring with the usual summer seasonal 
slowdown; the overall boom not as sharp as those of recent years. 


Further support for a boom is seen in consumer spending plans. 
Federal Reserve Board-University of Michigan Survey Research 
Center survey early this year shows: About 9.3 percent expect 
to buy new homes, against 7.5 percent a year ago; 24.6 percent 
expect to improve their homes, against 22.1 percent a year ago. 
About 62 percent of consumers interviewed expect to pay higher 
prices this year, and 42 percent expect their income to go up. 
A brake on a boom is in control of money. Federal Reserve Board 
has boosted discount rate, up 14% percent to 3 percent, in four dis- 
tricts, is likely to boost rate in the other eight districts. Areas 
sensitive to higher discount rates, which mean higher rates for 
loans at banks, are housing and long range consumer credit. 


1959 reports continue good. . . . Retail store sales in February 
were up 8.5 percent over February, 1958; hardware-lumber group 
sales were up 16 percent . . . Sears’ February sales were up 16.1 
percent over a year ago... private housing starts were 87,900 
for February against 61,000 a year ago. For January, hardware 
store sales were up 1.16 percent over January, 1958, . . . merchant 
wholesalers’ sales were $9.5 billion, up 6 percent. 


... turn to p. 151 for more news of How’s the Hardware Business 
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FUTURE 


seeeweweq 


WELDWOOD SATINLAC’ LIGHTENER. New, 
anti-wetting agent to prevent darkening or 
“wetting” look usual when new wood is 
finished. Retains native wood tone when 
followed by finish coats of Satinlac. 


WELDWOOD PUTTY STIKS’. In 16 colors, for 
filling nail holes and other minor surface 
defects after finishing. Merchandised in an 
attractive display unit to step up your 
turnover, boost your profits. 


rh 


Ke 


The trend to natural wood interiors can mean new profits for you 


To finish a paneling job,' your customers want top quality Weldwood Wood Finishes 


(You get a full 40% discount on every item in the fast-selling line.) 


WELDWOOD SATINLAC”. New, improved for- 
mula with greater solids content goes 
farther, works easier, has less odor. Brings 
out and preserves natural wood beauty 
with no “built up” look. 


A 


of your 
market. New space-saving, sales-building 
Weldwood Adhesives Centers (in floor or 
counter models) increase turnover, boost 
profits, eliminate bulky inventories. 


Want more facts? Circle 106, p. 111 


WELDWOOD FIRZITE’ — penetrating resin 
sealer. White for blond, pickled, and limed 
effects; and as primer under paint to prevent 
checking. Clear to prevent wild grain when 
Staining softwoods. Both Clear and White 
Firzite can also be tinted with colors-in-oil 
to produce innumerable oil stained effects. 


STOCK THE HIGH-PROFIT WELDWOOD LINE. CALL YOUR 
WELDWOOD REPRESENTATIVE TODAY, OR WRITE 


Weldwood’ 


tS, WOOD FINISHES 


UNITED STATES PLYWOOD CORPORATION 
Dept.H A3-26-59, 55W.44th St.,.NewY ork36,N.Y 
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MERCHANDISING 


newsletier 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE 


A lot of dealers are selling from empty wagons. Many wholesalers 
report dealers are overly cautious in buying Spring merchandise. Too many 
have not arranged for minimum Spring needs. Reasons are believed to be 
Some uncertainty due to failure of unemployment to take significant drop. 
Local problems, such as extremely bad weather, have been a factor in some 
areas. Dealers who haven't made Spring purchases run the risk of stock 
outs as weather breaks, higher prices, loss of anticipation discounts. 
It's felt that prices will continue to climb. Reductions seem unlikely, as 
adamant position of steel union leaders in demands for higher wages is 
Seen setting pace for wages in general. A steel wage boost would set off 
another round of general wage increases. This would mean higher prices. 
Delayed buying of seasonal needs will catch dealers short as the season 
hits its stride. 



































It's cleanup time for profits, too. Many local Clean-up, 
Paint-up, Fix-up campaigns ready to swing into high gear. Chicago 
will have a two-hour-parade to start things rolling. Other cities 
spending more money than ever. Lots of national TV, radio, news- 
paper space Signed for. Stage is set for your tie-in with paints, 
cleaning supplies, tools, and builders’ hardware. Pick up the 
Clean-up slogan to tie in your store with signs and advertising. 
Build special displays of related items. Small town stores and 
neighborhood dealers will spark local enthusiasm and add to 
profits with modest investment in starting a Clean-up sales 
promotion. 
































Get set for boom sales in farm hardware, housewares and appliances. 
Farm machinery production and sales a sure bellwether for what's ahead. 
These figures paint glowing picture. For example, International Harvester 
Co. recently recalled nearly 8000 workers in six-week Span to meet boosts 
in production schedules. Harvester says, "backlog of dealer orders on hand 
for all major products is largest for any peacetime period in recent 
years." If farm machinery sales in the thousand-dollar bracket look so 
good, can farm hardware and paint, housewares, appliances be far behind? 
Hard-sell combined with emphasis on credit terms will be especially suc- 
cessful in these lines: heavy power machinery, water systems and plumbing, 
appliances, fencing, building supplies, and sporting goods. Farmers and 
others held back on big-ticket purchases 1957-58 recession. They're sol- 
vent and willing to spend now. 
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-2>SEN- PEARSON-= 


SISAL CORE TARGET 


THE LATEST DEVELOPMENT IN 
LOW COST PRACTICE TARGETS 


The Necessary Accessory 


The newest item on the archery market—The 
Sisal Core Target! A unique innovation in target 
making by Ben Pearson provides you with one of the 
hottest accessory items on the archery market today! 
Extremely light and durable . . . positively no mess 
or litter in transit or on display. No archery outfit is 
complete without a target... You will increase your 
sales with the new Ben Pearson Sisal Core Target! 


4 COLOR 
TARGET FACE 
WITH 
SKIRT 





CARDBOARD 








The new Ben Pearson Sisal Core Target consists of three thick 
layers of rugged lightweight Sisal sandwiched between four heavy- 
duty corrugated cardboard discs. All units are contained within a 
full-size four-color target face which comes complete with skirt and 
draw string. ‘Target life may be prolonged by rotating discs. Rear 
disc has convenient hang cord for target suspension, 


SS SWANSON aes 
= YE 


le 2 
s 


No. 46 36” Sisal Core Target, 
with full-size, four 
color target face... 
complete. 
To Retail at $8.50 “i 
Shipping Wt. 9 Ibs. 2) 


24” Sisal Core <4. | 
Target, with re © 
full-size, four 
color target face... 
complete. 
To Retail at $4.50 
Shipping Wt. 3 Ibs. 
Target Stand 
The unique construction of the new Sisal Core designed to hold \ 
arene eon oe » lactinea ‘mo oe ome target at proper 
Target provides long-lasting stopping power capable of height bene 
stopping arrows from bows as heavy as 40 pounds. May be used with either 2 
Extremely serviceable for all lightweight bows. 24” or 36” pop 24” 
iicnnme odie eae Na ” all Priced to retail at $2.00 a 
i ange t stand is construct d of strong, lightwe ight Shipping Wt. 2 Ibs. 36” 
material, finished with clear lacquer. Suitable for either 
24” or 36” target. 























THE ABOVE PRICES ARE SUBJECT TO YOUR USUAL DISCOUNT 
FREIGHT PREPAID / : 


The above items may be included with any 
order to qualify for prepaid freight as out- OS ba Fi Eth, 
—E D 


lined on the front cover of the 1959 Ben INCOR PORAT 





Pearson Dealer, Semi-Jobber, or Jobber net PINE BLUFF. ARKANSAS 
rl ~~ lists. és A OU a 
pric Sts Whee Ludi ‘ Snypetoves ' Seifet mance 


Want more facts? Circle 107, p. 111 
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1430 
TURNER 


“Step up” kitchen tool volume... 


Get full profit potential 


“1400” LINE 
World's fastest selling 
nickel-plated kitchen 
tools. Choice of red 
handie with white 
stripe or yellow handle 
with charcoal stripe. 


EKCO) © 


| f) --$~—. 
4 Q - Q. a 4 OQ) ¥Y AAA ‘ 


“2600” LINE 
Chrome-12 finish; 
choice of yellow, nat- 
ural, turquoise, pink 
handie with contrast- 
ing color stripe. Pre- 
priced or unpriced. 


“2600-B” LINE 
Exclusive Chrome-12 
finish at a new low 
price; satin-finish black 
handles; each tool col- 
orfully labeled; pre- 
priced or unpriced. 


“3600” LINE 
Flat stalk, stainless 
steel; black lacquer or 
Fruitwood finish han- 
dies; each tool color- 
fully labeled and pre- 
priced or unpriced. 


i} 


NVWOWAR, USOHYNLAA RAL 


2630 
TURNER 


“3200” LINE 
Flat stalk; “Mirror Fin- 
ish’’ stainless steel 
finish; yellow, pink, 
turquoise or black 
handles. Labeled; pre- 
priced or unpriced. 


- OA Te S Pr 


RNR 


EKCO-AUTOYRE DIVISION EKCO PRODUCTS COMPANY CHICAGO 39, ILL. 
Want more facts? Circle 108, p. 111 


§6 © HARDWARE AGE, March 26, 1959 











2630-B 3630 
TURNER TURNER 




















with EKCO-AUTOYRE 


Customers buy more...you make more—when you offer 
‘‘sood, better, best’’ kitchen tool price selection! 


To reach all prospects for such basic staples as 
kitchen tools, you need at least three complete lines 
in “‘good, better, best’’ categories. By offering your 
prospects Ekco-Autoyre’s complete selection of 
kitchen tools, you get 100% sales coverage . .. an 
opportunity to “trade up” two out of three prospects. 

At every level, Ekco-Autoyre offers more quality 
for the money, more selling help from the only 
nationally advertised name in kitchen tools, more 





merchandising assistance from the only brand 
name known by every homemaker. 

All five Ekco-Autoyre kitchen tool lines are 
complete with matching strainers; all lines are 
available in self-service merchandising displays 
to boost profitable impulse sales. 

For maximum volume, faster turnover in 
kitchen tools—see your Ekco-Autofre distributor 
or salesman right away. ©1959 Eco PRODUCTS COMPANY 


Want more facts? Circle 108, p. 111 
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SI 


CONTAINERS 


16 ATTRACTIVE 
COLORS 


Now! Famous Rust-Oleum colors in handy 16-ounce spray 
containers —ready to bring you even more Rust-Oleum 
profit! Our introductory assortment features thirty cans 
and includes sixteen popular colors—plus Rust-Oleun, 
Clear-Sele. Your cost—only $34.20; your profit—$22.50... 
a full 40%! It'll be spearheaded by powerful local adver- 
tising in television, newspaper, billboard, and radio—and 
topped off with dramatic national advertising in Time 
Magazine, Newsweek, and over fifty other big magazines! 
Be sure that you're ready with Rust-Oleum in spray con- 
tainers — your customers will ask you for this household 
name in metal coatings! Check with your Rust-Oleum dis- 
tributor —today! Insist upon genuine Rust-Oleum—accept 
no substitute! 





SP 
RUST-OLEUM 

; sors : 
i ty RUST! semaine = = = 


o ~ — 
ae) fee” Se 
‘ Savas & ¥ee ¥ 
et ht se a a, 


“Rigid Economy, Mon” 


Features complete thirty-can as- 


dow — spotlights Rust-Oleum spray sortment — fits atop your present 

j assortment. Full-color metal sign. Rust-Oleum metal display. No in- 
2 . Compact, all-metal—28” high, crease in floor space—boosts your 
4 222" wide, 13%” deep. return per square foot. 


4 


¢ 4 Be _ <paerimr: ; A at 2 
- a : RUST-OLEUM SPRAY RUST-OLEUM SPRAY 
* COUNTER MERCHANDISER ADAPTER SHELF 
RIM : Perfect for counter, table, or win- 


RUST-OLEUM CORPORATION 


g 2563 Oakton Street * Evanston, Illinois 


AWA 


Want more facts? Circle 109, p. 111 A Want more facts? Circle 110, p. 111 > 
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ANNOUNCING 





Bunker Hill 
1775 


CRAFTSMANSHIP 
EXPERIENCE 
QUALITY 

SINCE 1774 


— ee ee a eg 7 





x 
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Transcontinental R. R. 1869 . . The Future... 
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QUALITY 


Ames has the exclusive solid shank—shock band 
construction. Made from one solid bar of steel. 
One horizontal rivet 3 inches down socket. Where 
most shovel handles break, Ames eliminates rivet 
holes. No breakage of important wood fibers at 


DOUBLE 


SHOVELS ARE 


end of steel socket. Ames shock band insures you 
of all the strength nature built into selected, straight 
grained Northern Ash. Full length (one piece) 
handle. The shovel 


guaranteed. 


blade is unconditionally 


HERE S$ AMES FAMOUS DOUBLE TAPER FORGED- SOLID SHANK 





NS 
PP — SHOCK 
. BAND 


Ist Stage 












2nd Stage 
Rice Mey iele l= 


HIGH BEND 


ONE RIVET 3° P PERFECT BALANCE 


DOWN SOCKET 


4th Stage 


COU. 2 
STEEL SHANK 








DOUBLE TAPER FORGED 


Back to Point - Center to Side 


IN All THIS WORLD... 


i > ae PONY — In recent years—forty millions of this brand have 
| H been purchased, attesting to the fact that it is truly America's lead- 
= ing quality shovel. For heavier weights in this solid shank construc- 


tion specify BRONCO or HUSKY. These are available with 


turned step at no extra cost. 


... THERE ARE NO FINER SHOVELS! 





TAPER FORGING 


TAPERED 











Not just from back 
: WAYS to point — but also 
l from center to side. 


HERE $ AMES FAMOUS DOUBLE TAPER FORGED- HOLLOW SHANK 


. when selecting shovels . . . check the 
SHOCK quality features of AMES 





——... 
BAND 


ONE RIVET 3" ui It 
BIO aN Ole <ul Retails $5.00 (in L. H.R. P.) 


__PERFECT DOWN 
Se CENTER BALANCE 


LIGHTWEIGHT 








FORWARD ae 

STEP FULL LENGTH 
SPANNIDIEs 

| DOUBLE 7 

| 17 N12 @) 1e]aD 


IT COSTS ONLY PENNIES MORE THAN ORDINARY SHOVELS. VET OFFERS 
YOUR CUSTOMERS S30 MANY MORE ADVANTAGES. 


Here is a lighter weight shovel with most quality features found in the Pony brand. Design- 
ed for the average person—it has a forward turned step for shoe protection. Perfect down 
center balance for ease of handling, and the blade—unconditionally guaranteed. 


©. AMES Co. (0°. 
FINER PRODUUCTS THRU HIGHER STANDARDS Qie¥eote) 








AMES... 


FOR HOME FOR INDUSTRY 
Modern living with Ames Aire casual furniture. Now, as in 1/774, Ames is the name. 
Utility and safety with Ames Maid stools, carts In mining, road building, factories, 
and juvenile furniture. Lawn care with Rotary wherever quality shovels are used 
lawn shears, rakes and cultivating tools. Ames is the choice. 


fy 














AMES PRODUCTS: Shovels, Spades, Scoops, Forks, Hoes, Rakes, 


Hand Garden Tools, Weed Tools, Rotary Lawn Shears, Post Hole Diggers, 


Replacement Handles, Winter Tools, Ames Maid Household Furniture, and 
Ames Aire Casual Furniture. 


THE WORLD’S LARGEST SHOVEL MANUFACTURER 
Parkersburg, West Virginia 
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ART 583 


NYLON 
SEINE TWINE 


- sy DHA Zant 


Put your confidence in 
the QUALITY LINE... 


Vinyl Weather Stripping Starter Rope 


Wood Giue Jump Rope 

Braided Nylon Line Mop Heads 

Seine Twines Wrapping Twines 
Seine Cords Kitchen Lines 

Trot Lines Express Twines 
Staging Chalk Lines 

Venetian Blind Cord Parcel Post Twines 
Sash Cords Polished india Twines 
Clothes Lines Piastic Ciothes Lines 
Mason Lines Jute Twine 

Fishing Lines Nylon Casting Lines 








Put-up on 
Polyethylene 
wrapped tubes 


4 oz.-8 oz.-1 |b. 


Full range sizes 
6 to 72 


EACH TUBE LABELED WITH SIZE, 
FEET PER TUBE, AND WEIGHT 





Orders of $75.00 or more, freight 
prepaid. Orders of less than $30.00 

f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Calif., Marietta, Minnesota, Dallas, Texas, 
or Waynetown, Ind. Orders of $30.00 to 
$75.00 freight allowed to $1.00 per cwt. 
Freight prepaid does not include extra 
charges incurred outside carrier's 
regular zone of delivery. 


ESTABLISHED 1873 Cleveland Mills Company LAWNDALE, N. C. 


14346 Bessemer St Van Nuys, Cal. e Marietta, Minn. 


< Want more facts? Circle 110, p. 111 


3104 Gastc AY llas 26, Texas Waynetown, ind. 


Want more facts? Circle 112, p. 111 A 
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“. GUARESPRAY 
2% squa prooucts 6° 


‘ 
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AND NO WONDER—Sauarespray 

offers no wet walks, no waste water 
simply because it is designed to 
WATER IN A PERFECT SQUARE pat- 
tern 2’ x 2’ to 35’ x 35’. The list 
price is a real inducement, too... 


only $2.95 each. 
*K the original and still the best 


ee ew Seer Z % 2D ¥ - $ me SS > Bok ES. SN 
~ he goes ¥ ; ; ae z s ae es Rae 
es 6 i. ESOL Bae : é : ? . REISS PE OOS 


PROEN HEAD model 654 |) WATERFEEDER® model 200 


= Designed ex- 
= pressly for fer- 
. tilizing through 
» underground 
© sprinkling sys- 
>, tems. Uses any 
* type of soluble 
© plant food. Ad- 
f= justable control 
valve regulates 
dissolve or mix- 
ing rate. 





For sprinkler systems in garden 
areas, sprays exact square pattern 
from 2°'x2’ to 35’x35’. 








Oe nn rad pes, 1F% 


“SQuARESPR?” | 


Sioa tase 


BS RRR ae te ne ORE aN 
CAEN 


WATERFEEDER® mode! 954 


A low cost fer- 
tilizer applicator 
for use with any 
type watering 
device including 
sprinklers, soak- 
ers, etc. Garden 
Hose Connec- 


tions. 
Ee Sy. is 


WATERFEEDER ® mode! 100 


Use with any 
type of water- 
ing or sprin- 
kling device. 
For water feed- 
ing any soluble 
plant food- 
liquid, granu- 
lated, cartridge 
or tableted. 








Beets 


PRODUCTS COMPANY 


9th and Grayson, Berkeley 10, Calif. 









\ WATERSPIKE ® model 553 


2 Way Sprinkler-Itrrigator. 
ideal for watering direct- 
ly to roots of shrubs, 
trees, bushes. Also 
overhead sprinkling 

in exact square 

pattern of 2’x2’ 


\ to 35’x 35’. 
WATERFEED * 


Concentrated 
high analysis 
water soluble 
-™ cartridge 
type fertiliz- 
ers. Two For- 
mulae. 

Waterfeed 
30-10-10 for 
lawns, leafy 
shrubs, trees. 
Waterfeed 
15-40-10 for flowers, 
fruits, vegetables, etc. 


Contributions to Finer Gardening 





Want more facts? Circle 113, p. 111 
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~ Finest quality at a competisied on. ies 
_ customer acceptance that guarantess fastturnover! 
These are advantages which make the Mansfield 
. 09 the perfect ballcock for the retail hardware trade. 


The Mansfield 09 “ Beaver’ exactly matches ball- 

cock recommendations in the NRHA Turnover 

Handbook. Long, trouble-free service is assured 

by lifetime nylon valve seat,and neoprene plunger 

washer. Other features include compound lever 
action and positive closure at all pressures. 


Ask your wholesaler salesman today for facts 
about the 09 and other Mansfield Ballcocks! 


AA-9269 






FAST-SELLING DISPLAYS! 


Mansfield 09 Ballcocks are 
‘“*packaged”’ on attractive display 
cards, listing product features and 
installation instructions—another 








In addition to ballcocks, Mansfield manufactures 
B-complote brass tine for the bisdamis Siena: . flush 


- flanges « calking flanges ° throat Seale 4 
: - level control valves ¢ yoliel. valyen ® 
tebdeente 


09 Ballicock 


Want more facts? Circle 114, p. 111 
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Four-Season 
Favorite: 


MIDLANDS 


7 H.P RIDER 


a brawny utility tractor that performs 

big jobs on a budget 12 MONTHS A YEAR 
... for truck farms, as a second 

tractor on large farms, for suburban 
gardens, estates, service stations, 

golf courses and in many other 
applications. 


~ 











OPPORTUNITY KNOCKS 
4 SEASONS A YEAR 
WHEN YOU SELL 
MIDLAND —_— <. 


new subsidiary of 
Outboard Marine Corporation 





Your selling season never ends when you offer Midland power Midiand 16" Rotary Tiller 
garden equipment. Glowing proof: the Midland line for 59 — 3 HP Model RT-1: peak power and 
a soundly-engineered group of powerful units that sells all year POTETRERES (A © TW-CORT PEERAGE 


long because it fills user needs all year long. You enjoy a 12- 
month selling season on units and implements . . . plus the added 
assurance that Midland quality promotes not only your reputa- 
tion but repeat business as well. 


But those aren’t the only reasons you’ll want to switch fast 
to Midland. There’s also the powerful backing of Outboard 
Marine Corporation to think about; backing that includes a 
nationwide network of parts-service centers...a 90-day warranty 











from a company with ample resources to stand behind every Midiand 4 HP Super Rotary 
product you sell...and all the aggressive advertising and Ven See er 

ee . e ° ceed 
merchandising that built the successes of Lawn-Boy, Pioneer, a 5 
Johnson, and Evinrude! | 
The Midiand Company 
sussioiany of QUTBUARD MARINE — 
Makers of Johnson, Evinrude, and Buccaneer Outboard Motors, Lawn-Boy Power Mowers, 
Cushman Commercial and Industrial Vehicles, and Pioneer Chain Saws. 
Make the Big Move to 4-Season Profit Midiand 7 HP Self-Propelled 


; , Rotary Tiller-Tractor, Model 708 
tear out and mail this coupon today! ’ 


ae Ge Se SB RKB BBR KM BBR MERE RRR See ee ee 
mc-2 § 
THE MIDLAND COMPANY 
1200 S. Rawson Ave., Dept. HA39 
South Milwaukee, Wisconsin 





Gentlemen: Tell me more about how I can profit this Spring 
and the year around with a Midland direct-dealership. 3 Midiand Rotary Mowers 


21” Model 19 MH (shown) and 18” Model 89MH 


NAME with 2 HP Midland Iron Horse engines; 
21” Model MPB1 with 2-1/2 HP 
COMPANY Briggs & Stratton engine. 
A wide selection of dependabie 
ADDRESS attachments is available for each 
Midiand tractor to enhance your 
CITY ZONE STATE 


4-season selling power. 
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It takes visibility to make salability! That’s why Columbian Rope 
offers you these four display merchandisers. They remind the 
customer of rope — they suggest the purchase of rope — they help 
you make more rope sales. Occupy minimum floor space, too. Ask 
your Columbian Distributor about these merchandisers today. 


The PICK-ME-UP brings self-service 
to rope sales. It displays 50 ft. and 
100 ft. Columbian Manila Rope Coils 
packaged and ready to go. No weigh- 
ing ...noO measuring .. . no cutting. 
The Pick-Me-Up—22” x 22” x 542” 

takes less than 4 sq. ft. of floor 
space. Top shelf for ski-rope and other 
small items. Rope sizes 4”, 38”, V2” 


" ‘i . 

# MERCHANDISER #57 displays 6 Col- 
pack Cartons with a variety of ropes, 
including two 100-Ib. cartons or 6 full 
reels plus two 25-lb. reels. Rope feeds 
through guides to simple, accurate 
measuring device, is quickly cut to any 
desired length. Merchandiser #57 is 
54/42” long, 442” high, 23 Ya” deep, 
has 12/2” high sign on top 
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COLUMBIAN COLPACK ROPE RACK displays rope COLUMBIAN DISPLAY RACK holds three reels of 
N in smaller sizes. Holds one Colpock 25-Ib. carton Columbian Stabilized Nylon Rope or Columbian 
“ and two Colpack 50's. Takes only 20” x 30” floor High Tenacity Polyethylene Rope, in 4", 3” and 


space. Top shelf for woater-ski rope, small coils V2” diameters. Fits easily on shelf, counter, or on 


top shelves of Pick-Me-Up and Colpack Rope Rack. 











~~ => 
Z ROPE | 
COLUMBIAN COLUMBIAN Rope Company 

( oes © 


Auburn, “The Cordage City,” New York 








of mann 







. > ‘ The Man Who Knows the Ropes Says, “Columbian!” 


a 


Blue 





ow 


Want more facts? Circle 116, p. 111 A 


Want more facts? Circle 117, p. 111 > 
28 © HARDWARE AGE, March 26, 1959 
















STOCK THESE IRON CITY TOOLS: 


for 75% of your heavy hand tool requirements— 


Here are the lron City Tools with the fastest 
turnover. Three of every 4 calls for heavy hand 
tools are for one or more of these items. You 
can stock the weights listed with confidence— 
they'll move. 


791 © WARREN, OHIO 


You can sell 3 out of 5 shovel 


~~ ee ee 


i ee ee ll 
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customers with ‘DYNALITES’ 


They have the sales appeal, the work appeal, the profit appeal 
to cover more of your market than any other dirt shovel. 





The lightweight, taper-forged DYNALITE comes as 
close to being your one basic shovel as any in the 
business. Some customers want the cheapest they 
can find—others need a heavier weight. But for 
3 out of 5 shovel shoppers, a DYNALITE is the 
best buy and the best value. It’s the most im- 
portant shovel in your store! 

And it’s easy to sell. Just put a True Temper 
DYNALITE in your customer’s hand. He'll feel 


fatigue .. . the comfortable, fire-hardened handle 
that feels better and wears longer . . . the hard, 
smooth blade that sheds dirt easier. Above all, 
show him how True Temper’s famous taper-forging 
puts metal where it’s needed, eliminates dead- 
weight, makes a DYNALITE pound-for-pound the 
strongest shovel made. 

Then tell him the price—and you’ve made a 
sale to a customer who'll keep coming back to 


the perfect down-the-center balance that reduces the store where he gets value. 








CUSTOMERS CAN FEEL THE TAPER-FORGED DIFFERENCE 





ae tee ee ee 














Metal is thickest at the shoulders Medium thick at point and center Thinner at edges for light weight, 
and neck where strain is greatest. for wear resistance and strength. easy penetration. No dead metal! 
DYNALITE DIRT SHOVELS GET THOSE OTHER 2 CUSTOMERS, TOO! 
No. DLR Round point, long handle True Temper’s complete shovel line includes taper-forged 
No.DR .. . Round point, D top DyYNALITE with tube shank for light weight; solid-shank 


BANTAM and Fox for extra-rugged and continuous use. Plus 
fast-selling hollow-backs, made of heat-treated carbon 
No. DS. . . Square point, D top steel. ‘True Temper, 1623 Euclid Avenue, Cleveland 15, Ohio. 


No. DLS Square point, long handle 





Check your stock of dirt shovels now— 


make sure you're filled in with DYNALITES. 


TRUE TEMPER. 


Ca// your True Temper wholesaler today. ; ; 
your basic line... your money line 
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NEW SKILSAW 











6%” model 536. 
AReyemeler-liha mm elely .-1ar-t- ly 


at a popular price—$49.95. 
54%” model 533. A traffic 


eleriiel-tam cat.) arene pe-wmela-t-3-1-16 
2x 4's at 90 —only $39.95. 


= fastest turnover 


The new Skilsaw Power Saw Line is a 
bold forward step toward increasing dealer 
profits by increasing turnover. Like the 


rest of the complete 500 Line, these saws 
have top brand name acceptance. The models 
have been selected by market research for 
high turnover. And they are top quality 
products priced to move quickly! 
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POWER SAW LINE 







6%" model 552. A heavy 
ofUh A mm cole] Miclan cela. 

ig-re lll tatale mW olae)i-t-t-Jlelar-1 
touch—$64.95. 


7%° model 553 ($79.95) 
and 8%" model 554 
($89.95). New heavy duty 
Saws to take on the 
biggest jobs. 





ms tops indemand wmpriced lower 





Only genuine Skilsaw power saws give you all these features: 


m= Exclusive Blade Lock 


(on models 552, 553, 554). For fast, easy 
blade change. Push button engages and 
locks saw shaft while you unscrew lock 
nut. Top convenience feature! 


= Exclusive Skil Vari-Torque Clutch 


(on models 536, 552, 553 and 554). 
The safety feature that is entirely fool- 
proof. Disengages blade if it binds, - 


vents motor damage, saw kick-bac 


= Jet Stream Sawdust Ejector 


(on models 552, 553, 554). Special air 
stream ejector system carries sawdust 
away from the operator and away from 
line of cut. 


m Full-View Blade Visibility 


(all models). Upper blade guard de- 
signed to allow clear view of blade 
all through the cut. Allows absolute 
accure *y on all cuts. 


Famous SKIL and SKILSAW products made only by SKIL 
Corporation, 5033 Elston Avenue, Chicago 30, Illinois. 


m Easy-to-Set Depth Control 


(all models). New blade depth control 
is conveniently located for easy one- 
hand adjustment. Locks saw firmly 
at desired cutting depth. 


= Bind- Free Lower Guard 


(all models). Lower guard never binds— 
even on a compound miter cut. When 
saw foot is tilted, guard lifts auto- 
matically, allowing a bind-free cut. 





THE DIFFERENCE — In the PRICE of BARBED WIRE Is Largely... 


THE DIFFERENCE — Between WAGES Paid AMERICAN WORKERS and Wages Paid 
WORKERS IN OTHER COUNTRIES 


Some farmers feel that American wages are too high. But when you 
stop to think that if the American wage scale were the same as the 
scale* in foreign countries, then American workers could buy a great 
deal less of the food and fiber your farm customers produce. 

Wages of workers in other lands do not permit them to purchase the 
food and fiber your farm customers produce except the surplus that 
is either given away or sold at prices below the American market. As 
tax payers, every dealer, every farmer and every worker helps pay 
for such subsidy losses. 


*Only about 1/3 of the American scale, according to tables prepared by the American Tariff League. 


THE DIFFERENCE — in Quality Makes U.S.A. Barbed Wire By Far the BEST BUY 
For Your Farm Customers When Figured On a Cost Per Year 
of Service Life Basis. 


SHEFFIELQ 


kw 


“100% 


High Strength 


=F No 4-] 2 41 


UP TO 20% STRONGER Your customers can stretch it tighter and come up with a strong string 


of fence that will need less time and expense to keep in repair. 


PLIABLE FOR EASY HANDLING It’s no trick to make stronger steel wire. Through years of research, 
Sheffield metallurgists discovered how to keep stronger wire pliable 
—easy to handle. 


TIGHTER GALVANIZING Also, Sheffield metallurgists found a way to make galvanizing stick 


tighter to the stronger steel. 


EVENLY SPACED BARBS Whether two point, or four point, the sharp barbs on Sheffield 100” 


are evenly spaced — no misses. 


NON BRITTLE—NOT SOFT Sheffield “100” Barbed Wire is uniform. Sheffield’s quality controls 


prevent wire that is too brittle or too soft from getting on the market. 


LONGER LASTING The uniform, pliable, high strength steel and the tight galvanizing 
of Sheffield “100” bring your customers barbed wire that is bound to 
last longer — cost less per year to own when figured over its years of 
longer service life. Convince farmers to fence for the future with Shef- 
field and you will protect both their interests and your own. 


Made By Neighbors Of Yours Who Stand Behind Every Reel 


SHEFFIELD DIVISION 








ARMCO STEEL CORPORATION 


OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. « The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 
Want more facts? Circle 120, p. 111 
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BEGoodrich| 


Dealer's Guide to B.F.Goodrich 


garden hose for 1959 


Here is the 1959 line of B.F.Goodrich garden 
hose. Use this guide to order from your 
B.F.Goodrich distributor now. All prices 
shown are for 50-foot lengths. 
B.F.Goodrich garden hose will be fea- 
tured in the NRHA'’s big Hardware Week 
promotion this spring, and there are plenty 


of local sales helps for you. Among these are 
the B.F.Goodrich lawn-care merchandising 
rack. The National Retail Hardware Assn. has 
approved and helped design this rack. Made 
of tubular steel, holds up to 200 lbs. Holds 
hose and other items, too. Light, weighs only 
22 lbs. Low price! 


PROFESSIONAL 


cARDENER’S $4 195 KING SIZE $QQ5 IMPERIAL $795 
Consumer price Consumer price Consumer price 


Se, 97 


Consumer price 


O00 


Cw tamen ence OEY LD Si" emen mene SAIS SS nennenee 99D 


came $095 


* green opaque 
Consumer price 


Consumer price Consumer price 


Ridbber 


Consumer price 


MAXECON 
¥%,"" black 
Consumer price 


SIGNAL 
Ve" black 


Consumer price 


Li? =... 1 TS a 12 


Consumer price 


B.EGoodrich garden hose 
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OUT TRG, 


DELTA ELECTRIC 
LANTERNS 








POWER lite POWER-KING 
World-famous 6V electric lantern. Shoots 800-ft. This 12-volt powerhouse shoots a piercing beam 
spotlite from side— widespread $ 85 as tall as the Empire State Building! Handy 
floodlite from top. Made to last! - adjustable head. Unbreakable lens. Sturdy 
metal case with easy-open feature. $475 
FLASHING POWERIite Here’s a man-size lite for only....... 6 
Same popular design as POWERIite. Has flashing 
red top with fresnel lens — highly visible! $595 


POWER-HEADS 

Economical lantern heads for new 
double-pack 6-volt lantern bat- 
teries. Four great models, $ 3 7 5 


as low as 


Prices are list and do not include batteries 
POWERTOP 
Compact. Handy. Handle and head fold flush Twenty Delta models to choose from! A size and 
with case. Head swive type for every lantern need. All fully guaranteed. 
180°. 6-volts. Only 


. 
Ask your jobber about the great new Delta mer- 
a chandising deal which includes a smart display 
rack. Helps these “‘fast movers’’ move even faster. 


As above, except flashing red top with A 
fresnel lens. Stops ’em '2 mile away! $595 a: DELTA ELECTRIC COMPANY, Marion, Indiana 


Ay: Delta LIGHTS THE WAY 
BUY AMERICAN! ee 


Want more facts? Circle 122, p. 111 


FLASHING POWERTOP 





36 © HARDWARE AGE, March 26, 1959 





Announcing 
a NEW 15-Shot “Sporter” Automatic 


Shoots 15 shots in less than 4 seconds. A dynamic, new, ultra-modern rifle 


that combines the sleek ““New Look” with speed of fire, dependability and 
accuracy. 


New and improved version of the very popular Mossberg 
Model 151K autoloader. Note how rear of receiver flows $3 3 95% 
in graceful streamline into the small of the stock. . 


ossberq 


for accuracy 


UU 


22 Cal. 
MODEL 351K 


SPECIFICATIONS: 


BARREL: 24” round, tapered, blued steel with crowned 
muzzle and Mossberg’s new, precision AC-KRO-GRUV 
rifling—unbeatable for accuracy. Handles all 22-caliber 
Long Rifle regular or high-speed ammunition. 


STOCK: Genuine American walnut with pistol grip and 
cheek piece in the much-favored Monte Carlo design. The 
choice, selected wood is hand rubbed with oil to a beau- 
tiful, semi-dull finish that is scratch resistant and improves 
with age. Tenite butt plate. 


The Mossberg “New Look” with graceful 
sweep of line from receiver down to stock. 


SIGHTS: Open rear sight with "U" notch and adjust- 
ments for windage and elevation. Bead front sight fits 
into standard dovetail slot. Receiver is grooved for easy, 
quick mounting of Mossberg No. 4M4 and 1A25 scopes. 


ACTION: Mossberg’s famous, trouble-free, straight-line 
Write us for full information on the new No. 351K and other feed through the stock from 15-shot tubular magazine. 
Mossberg rifles, shotguns, scopes and Covey Hand Trap Special, positive-type safety holds action open and locks 
both trigger and sear. Complete bolt removable in seconds. 


©. F. MOSSBERG & SONS, INC. 
91603 St. John St., New Haven 5, Conn Weight about 6 Ibs. Length over-all 43”. Quick, easy take down. 
*$1.00 higher west of Rockies 
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You sell more 
ammunition 


when you sell 
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“High Velocity” 


Again this year, powerful national advertising will mean more 
sales of Peters “High Velocity” ammunition. Make sure you're 
ready—stock and display the entire Peters line today. 


Big game guides, shooters, and hunters everywhere know there’s 
no more powerful ammunition in the world, than Peters ‘High 


haley 
PACKS THE\ POWER! Ot PONT 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 
“High Velocity" is a trademark of Peters Cartridge Division, Remington Arms Company, Inc, 
Want more facts? Circle 124, p. 111 
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SELL SPORTING GOODS? 


Alcoa Tells America... 


SPEND YOUR FAMILY 
-PLAYDAY, USA’ 
WITH ALCOA ALUMINU 


*Another Alcoa Market-Maker setiaeniae and June 


Millions will see it . . . millions more will hear it... 
Alcoa’s message to America: “‘Playday, USA” is more 
fun with aluminum! 


On Alcoa Theatre (NBC-TV Network, alternate Mon- 
days, 9:30 p.m., EST) . . . three hard-hitting commer- 
cials, going home to 18,800,000 viewers with aluminum’s 
bright, inviting story. 


On Alcoa Presents (ABC-TV Network, every Tuesday, 
10:00 p.m., EST) . . . two more sporting goods com- 
mercials, presented on one of the nation’s newest, most 
dramatic television series to a skyrocketing audience 
of more than 17,000,000. 


On Network Radio . . . reaching an estimated 3,000,000 
listeners with multiple sales messages on ‘“‘Playday”’ 
fun with aluminum. 


*MARKET-MAKER symbol- 
izes Aluminum Company of 
America’s year-round sales- 
stimulating programs for manu- 
facturers and retailers of alu- 
minum products. Watch for 
other ‘‘Market-Maker’”’ pro- 
motions of FURNITURE e 
HARDWARE e GIFTWARES 
e BOATS, MOTORS AND AC- 
CESSORIES e COOKWARE e 
MAJOR APPLIANCES e 
RESIDENTIAL BUILDING 
PRODUCTS 


Make it pay... Send for free display! 

Tie in with Alcoa’s sales-making ‘‘Playday, USA”’ theme 
. feature it in your own advertising and promotions 
. and send for your free display kit today! 


Your 
Guide 
KNOW THIS LABEL.. ALCOA @. to the 


IT'S THE BRAND BEHIND ALUMINUM = Best in 
THE BRANDS THEY BUY svarnwm somears eramanee Aluminum 


—— Value 


8 OUT OF 10 BUYERS 





If you are a retailer, ask your suppliers of aluminum sporting goods to affix 
\lcoa labels to their merchandise at the factory. 


If you are a manufacturer, write us or contact your nearest Alcoa sales 


office for details on the simple agreement that entitles you to full labeling 
privileges 


Aluminum Company of America 
1620-C Alcoa Building 
Pittsburgh 19, Pa. 


Send me your Free Kit of Display Material, featuring sporting goods made 
of aluminum for use in my store during May and June. 


Store Name 
Address 
City 
Ordered by 
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SUPERMaTiC 


ETAT be 


The Supermatic Citation: .. . style-setter of the year 
... and already a familiar sight wherever the champion pisto! shots 
compete. Proved in the Moscow matches . . . at Camp Perry and the 
National Mid-Winters! Here’s a new classic — an attention-getter wher- 
ever it’s displayed — and a glamorous reminder of all the other leading 
handguns built by Hi-Standard for ‘59. 


TREND-SETTERS in DESIGN 
PACE-SETTERS in SALES! 


The Dura-Matic: in auto- | The Sport-Kina: here's a 

loaders, this is the most gun for the 10-shot autoloader equally popular 

least cost . . . perfect for plinking with sportsmen and target shooters 

and target fun! Smooth-as-silk .. . fires .22 long rifles, features 

action, uncanny accuracy with .22 positive lock safety, and choice of 

long rifles. | 6%,” and 412” interchangeable 
barrels. 


_ 


The Double-Nine: fastest-shooting, 
fastest-loading, fastest-selling of all Western-Style 
handguns . . . 9-shot s‘ngle and double-action . . . 
with single-stroke, multiple ejection . . . truly 
authentic design and priced below all other .22’s 
in this class! 


This year the pace in faster-moving handguns will be. set again by 
Hi-Standards — the most popular .22 autoloading pistols and revolvers 
ever. They look right, shoot straight, and sell on sight. For more sales, 
higher profits than ever, stay with the trend — 


See your jobber salesman — or write for new full-color catalog. 


THE HIGH STANDARD 
MANUFACTURING CORP. 


HAMDEN e CONNECTICUT 
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The Sentinel: nine-shot re- 
volver available with 2%”, 3”, 4” 
and 6” barrel . . . all firing .22 
Shorts, long and long rifles at the 
shooter's option. Snub-barrel Sen- 
tinel is a shining sales sensation — 
comes in sparkling gold, turquoise, 
pink Dura-tone finish as well as 
deluxe nickel or blued. 





BURGESS FLASHLIGHT BATTERY 


wth 4 OUTSTANDING SALES FEATURES! 


1. LEAKPROOF 2. CHROME PROTECTED 3. SEALED IN STEEL 4. GUARANTEED 


Advanced Design From Inside Out! 


INSIDE CHROME PROTECTED CELL. Prevents 
waste of energy when cell is idle. 
Power stays fresh — delivers longer, 


OUTSIDE 


more dependable service. 





OTIS UR Aner 





9-PLY LAMINATED BARRIER prevents 
% seepage of corrosive discharge, costly 
power loss. Extends battery life. 





ae. 


STEEL CAP AND BOTTOM PLATE. 
Steel cap and bottom plate are locked 
‘securely to cell body assuring perfect 
electrical contacts. 





HEAVY STEEL TUBE completes sealed 
in steel feature. Forms rigid armor- 
‘i G plate, makes battery leakproof, 


% Rg od ~ . FOR A ROD VICI ITI OU. Te we mn 
sto hit pur, 


E 
PGup rant 


¥ your flashlight a3 mae 
asm battery, @ 





ashi atterer ay. 
r SURGE Ss BATTERY comreall | . pa MODERN PACKAGE DESIGN. An ap- 
re ort, tl, and ¢ pealing eyecatcher. Highlights major 

© you FREE a new 1: 

le flashiight with patie" 


oe 
beraess Batter, Company * fr 


features. Display and sell this new- 
est concept in engineered energy ! 


HERE ARE OTHER FINE PRODUCTS YOU SHOULD SELL.... 


Radan- light; SATELLITE rorcues; BURGESS 


AMERICA’S FINEST*PORTABLE LIGHTS ‘HE ARISTOCRAT OF FLASHLIGHTS 
v7) rie a“ a Aye! wat a 


¥ 
JUNIOR 


$1.75 


Now! 
BURGESS BATTERY COMPANY ae 


DIVISION OF SERVEL, INC. 
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LARCHMONT-~— for all fresh water and 
Trelabencobtul-tolltlumereliayZehi-lamal-t-teC Pa Abie 
Dig ill-ere[telme Ulelcelahi-1-a = Caleb Z welt lelen 
Selal Mind *\-Melgele Ml olgeL<- Milla. cMiceliimuleh de 
LilUiisime laele ME (oMhig-1-05) olele)ilale Mol me MR (olblaar 
» (Ao) A101 P 4-my olele) Maile) (ok m40) OME Zel aol: 
ROM loPMIlal-Fam-) cine ME olele) Mm ola-h Zell late MOAI 
100 yards 6 |b. Airex Nylon Line. Hand- 
some gold Epoxolite finish. $32.50 


LIN 6 


a 


= 


BUNRC 


MASTERET aN. 


\saut WAL — Na 
$34.50 Ne i 


“4 


-MASTEREEL—rugged and right for 


the real surfman...and for most salt- 
water needs. All-metal construction is 
tolii] oli-ti-T ham lilele|P4-1e mele lellalimmaelagestiols 
... gears guaranteed for life. Finger- 
alte ameolah igo] ME -Lelt-s am» call IhZ- MC lUleleigelal 
Brake from full brake to free-spooling 
instantly. Extra large capacity cast alu- 
RITALIN olele] MECH slo fh (ohe MN el-to] mi gehifoM els 
fast retrieve. $34.50 


AIREX CORPORATION 


Division of The Lionel Corporation 


411 Fourth Avenue, New York 16, N. Y. 
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construction 


AD 
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EVER eg |] 
WILL SELL YOUR 


PICNIC-VACATION 
SUPPLIES BY 


THERMDs. 


THREE-PAGE COLOR ADVERTISEMENT IN FIELD AND STREAM, JUNE —The Largest Single Advertisement Ever 


Placed by a Manufacturer of Vacuum or Insulated Ware. 


FULL-COLOR PAGE IN THE SATURDAY EVENING POST, MAY 23rd —A Dramatic, Hard-Sell Advertisement in One of 


America’s Leading Consumer Magazines. 


SPECIAL ADVERTISING ON JUGS AND CHESTS—lIn Addition to Being Included in the POST and FIELD AND STREAM 
Advertisements, Jugs and Chests Will Be Featured in Color Ads in FARM JOURNAL and SUNSET. 


FREE SELLING AIDS MAKE YOU A PART OF THIS GIANT PICNIC-VACATION PROMOTION —Ask your supplier 
or write us direct for FREE counter cards, posters and other merchandising materials. 
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THERMDS. 


give you all these 












NEW’ : 
mpi? THERMOS... FIRELITER 


FOR BARBECUE GRILLS 


Safe and sure every time. ..the odorless, 
greaseless, smokeless way of starting 
fires of all types. 


12 DISKS START 12 FIRES 
DISPLAY PACKAGES FOR TRAFFIC SALES 


Only Vacuum Bottles 









sales-clinching pyr 
features 
















NEWS FLASH 


Revolutionary new feature to be released soon 
on vacuum bottles by THERMOS” 
—watch for announcement 


J 


4 


m= ZA Rist ~ 
THE SPOTLIGHT OF LEADERSHIP IS ON PRODUCTS BY CTHERMODs. 


as 
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Only Picnic Jugs ) 
and Ice Chests 


“THERMDS. 


have rugged, leak-proof 
Steel construction 





Rah 
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THERMOS’ OUTING KITS THERMOS’ OVAL COOLERS NEW THERMOS’ CHILLYBINS 


Now available with “Kangaroo” pouch for Designed for carrying ease. Slip-in food Featherweight foam plastic. Three times 
extra capacity. tray optional. Full 4 gal. capacity. more efficient. Virtually indestructible. 


THE AMERICAN THERMOS PRODUCTS COMPANY + NORWICH, CONNECTICUT 


Canadian Thermos Products, Ltd., Toronto « Thermos, Ltd., London 
Want more facts? Circle 129, p. 111 
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The Lightest, Most Efficient 
lce Chest Ever Made 


X- Weighs Only 6 Ibs. 
x Unbelievable Keeping Qualities 
x Less Ice Lasts Longer 

x Rugged Strength 







Lift it by your 





Two famous brand names... 


»* 
, ’ . 
. ‘ ° 
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LITTLE BROWN Yoieee 








bring you the amazing 


CH 3 Li " ey a REVOLUTIONARY KEEPS ICE CUBES 


FOAM INSULATION FOR DAYS 
FOR FISHERMEN. SPORTSMEN, BOATMEN... FOR Millions of plastic bubbles Three times the efficiency of 
: . fused into a solid unit... no ordinary chests. Less ice lasts 


FAMILY OUTINGS, PICNICS AND HOME PARTIES. seams to rust out or give way. longer.. keeps weight down. 

















FEATHERWEIGHT— CAN’T ABSORB 
ONLY 6 LBS. INDESTRUCTIBLE EASY TO CARRY MOISTURE OR ODORS 
Lift it! Compare its weight and Stand on it, sit on it, kick it Convenient strap slips over No matter what you carry, a / 
ease of carrying. So light it around. So tough it won’t wear your shoulder and leaves hands quick rinse leaves it fresh and , 
actually floats. out . . . will last a lifetime. free to carry accessories. clean. No rust, no leaks. 


"di 


THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT 
Canadian Thermos Products, Ltd., Toronto « Thermos, Ltd., London 


Pa 


Bi al-me—) ole) difelal are)mm m-1-lel-1a-jall om l-meolal ec) gelelelost_me), THERMOS.» 
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FASTEST SELLING 


NEW PROFIT 


LINE FOR YOU! 


¢ There’s a tidal wave of new business in boating... 
Get your share 


¢ Every boat needs hardware and accessories 


* Boat Owners are your customers right now 


¢ ALLAN MARINE HARDWARE .. . The 
Complete Line . . . Designed, pack- 
aged and displayed “TO SELL” 


Be the first hardware 
store in your area to 
become an 

ALLAN MARINE 
HARDWARE DEALER 


60 Page Catalog 


WRITE TO: MARINE.INC. 


200 FRANK ROAD, 
HICKSVILLE, N. Y. 


Division of ALLAN MFG. CO. World’s Largest Manufacturer of Rod Mountings 
Want more facts? Circle 130, p. 111 
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the BIG name 
in Gun Cleaning 


Why try to 
‘piece together” 
a line?... 














CLEANING OUTFITS 


Sell on Sight! 


Display Them on Your Counter 


Everything a man (or woman) needs to keep his guns in 
prime condition . . . famous Hoppe’s No. 9 Solvent, oil, 
patches, wipers, nylon bristle brush, cleaning rod, 
instructions! All in a beautiful redwood chest (Deluxe 













$3.50 retail) . . . or in a sturdy green-enameled steel 

tote box (Utility: $3.25 retail). Fast movers the year 

‘round... ‘‘naturals’’ for gifts! Display 

them and watch them go! 

“UTILITY™ FRANK A. HOPPE, INC. 

| 2314-A N. 8th St. 

Here’s a complete Phila. 33, Po. 
. o 

line eee and everything ASK YOUR 

JOBBER 


fits together! 








FOR HOPPE’S | 


Want more facts? Circle 132, p. 111 
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BIRD AND 
The basic weakness of selling multiple brands is that — | GAME CALLS 
like a jig-saw puzzle — you have to fit all the pieces to- 
gether. So why do it? It’s much simpler to stock and sell 
a line that’s already complete... like Draper-Maynard. 
What's more, you'll make more profit, because the 
high quality of this nationally famous brand insures re- 
peat business. MacGregor golf and tennis equipment is 
included. There’s a complete line of approved Youth 
League equipment, too. So, for faster turnover —higher 
profits—its no puzzle. Sell Draper-Maynard—a com- 


Olt’s, the greatest name in game 


plete line of quality sports equipment. Get full informa- and bird calls, places over a half 

” — oniem | patalinns die: century of game call - making 
tion, catalogs and name of your nearest Draper-Maynard ae ite te wntin a 
wholesaler, today. Write— every call! A complete line of 25 


calls and five instruction records 
| are in demand by hunters the 
| world over. 





DRAPER-MAYNARD 
Sports Equipment 

PHILIP S. OLT CO., PEKIN, ILLINOIS, U.S.A. 
4861 Spring Grove Ave. ° Cincinnati 32, Ohio 


Want more facts? Circle 131, p. 111 Want more facts? Circle 133, p. 111 
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Find out today how you can profit with Olt! 















Silhouette 


\ ¥ / now in pink with goldtrim =~ , y 
QO LY 
FOR MOTHER'S DAY 


RECHARGEABLE New compact design fits easily into purse or glove 


compartment —never leaks or corrodes—easily 


) recharged in a 110 AC electrical outlet. Life Lite 
Cashlight rechargeable flashlight is a thoughtful, practical 


gift for mother. 


~~ 





SL! 


} " eo y . “ 
ia nell A Jewel Among Flashlights 
gift boxe 





FOR FATHER'S DAY! 


Follow up with a Father’s Day 
promotion for added profits. 
Feature the handsome two tone 
gray and gold Life Lite re- 
chargeable flashlight. 5.95 





 ECHARGEAGLE DEALER AIDS AVAILABLE 
ALKALINE 


Flashlight @ © . . . 
. Gulton industries, inc.  sartery 


Metuchen, New Jersey DIVISION 





* Trade Mark 
~ 


Want more facts? Circle 134, p. 111 
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Look whats 








Remember when Marlin set the gun world on its ear with 
Micro-Groove Rifling*—the exclusive Marlin process that 
gives you 20 to 25 per cent greater accuracy than conven- 
tional rifle barrels? 

You bet you do! That was a great day for shooters— 
whether they gunned for big-game trophies, targets or 
tin cans, a great day for extra dealer profits, too. 

And ever since that day, Marlin has set the pace in the 
firearms field—with new developments that mean more 
shooting pleasure, better shooting accuracy and top shoot- 


ing values, and larger, faster dealer sales. 


Marlin 


NEW GUNS! NEW SCOPES! NEW COMBOQO’S! 


Last year it was Micro-Vue 4-Power Scopes for .22’s, 
money-saving combinations and packaged gun sets. 

We start 1959 with High-Power Scopes and combina- 
tions, America’s lowest-priced .410 shot gun and two en- 
tirely new .22’s. The preview announcement of these 1959 
Marlin developments is being made in powerful double 
page advertisements in the April issues of all leading 
outdoor and gun publications. 

Ask your jobber for details and send the coupon to 
Marlin for additional information and outstanding free 


display material. 
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Free Marlin combination Bul- 
letin-Blackboard for your own 
announcements and Sighting- 
In Guide. This very useful, 
permanent display is 18 x 22 
inches in two colors. 


This famous Marlin Wild Life 
Map in four colors in a gold 
display frame contains invalu- 
able hunting information. It ts 
mounted on heavy cardboard 
27 x 36 inches and is yours 
upon request. 


Gentlemen: 


scopes. 
| | Marlin Bulletin-Blackboard. 
__] Marlin Wild Life Map Display. 
|_| Micro-Groove Bullet Demonstrator. 


Name of Store: 


Marlin Firearms Company, P.O. Box 995, New York 17, N.Y. 


Please send me free and postpaid the following— 


(_} Additional information relative to new Marlin guns and 


139 & 





Address :__ 





City . __ Zone: 





Attention of: 


State: 
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YOUR CUSTOMERS 
SAVE UP TO $24.30 ON MARLIN COMBO’S 
For example: 
Marlin 336 carbine combination 
(gun, scope and mounts) 
Marlin 336 with Brand A Scope and Mounts . $144.25°* 


Marlin 336 with Brand B Scope and Mounts . $134.75** 
Marlin 336 with Marlin Scope and Mounts . $119.95*" 





Marlin makes one of America’s finest and most 
complete line of .22 and high-power rifles. Marlin 
shotguns include bolt-action, the new .410 single 
shot and the only U.S.-made Over and Under. 


Want more facts? Circle 135, p. 111 
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coming from 





MARLIN MICRO-POWER SCOPES in both 4X and 24%X power. 4X 
has 30-foot field view, eye relief 4 inches; 2\y.X, 46-foot field view, eye relief 
34% to 44. Both are of lightweight construction, cannot rust or corrode. 
Coated lenses, standard cross-hair reticules, sunshades. Marlin Micro-Power 
Scopes come complete with mounts at no extra charge, a saving of $9.75. Both 
scopes are unconditionally guaranteed for a lifetime. Retail price: 4X—$49.95, 
2'4.X —$44.95**. Your customers save up to $24.30 when bought in com- 
bination with 336 Marlin High-Powered Rifles and Carbines. 













MODEL 57 LEVER-ACTION .22. 22-inch Micro-Grooved barrel, weight 6 
pounds, length 41 inches. Tubular feed magazine holds 26 shorts, 20 longs and 
18 long rifle cartridges. Shipped with adapter base for tip-off-type scope mounts. 
Bishop style American Walnut stock, Monte Carlo comb. Receiver drilled and 
tapped tor standard receiver peep sights. Open rear sight, ramp front sight with 
hood. Automatic side ejection. Price $49.95**. Down Payment $5.00 under the 
Marlin Pay-Later Plan. 








MODEL 99 SEMI-AUTOMATIC .22. Chambered for. 22 long rifle cartridges 
only. Carbine-style tube magazine, capacity 18 LR cartridges. Length 41 inches, 
22-inch Micro-Grooved barrel. Side ejection, solid receiver top. drilled and 
tapped for adapter base for tip-off scope mounting. drilled and tapped for 
standard receiver sights. American Walnut stock, new cross-bolt safety. Weight 
54% pounds. Price $43.95**. Down Payment $4.50 under the Marlin Pay-Later 
Plan. 


THE “OLYMPIC” .410 SHOTGUN BY MARLIN., Bolt action single shot 
.410 shotgun chambered for 24-inch and three-inch shells. Automatic safety 
cannot be put off until breech bolt is closed and fully locked. Genuine American 
Walnut stock. Barre! length 24-inches, bored to full choke. Over-all length of 


° gun 41 inches, weight approximately 5 pounds according to density of wood. 
Patent applied for. . rg : . . 
Available with 12-inch trigger pull for junior shooters. America’s lowest-priced 
**Slightly higher west of the Rockies. Subject to change without notice. .410 shotgun! 


Want more facts? Circle 135, p. 111 
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Colored EAGLE WATER BAGS in eens 
new eye-catching point-of-sale SS < NET 


MORE PROFIT! 
<>< 


























lle 


Sell Dayton Green Cap 
Rod-Tip Action Fishing Floats 
Dayton’s National Advertising creates sales. 
Dayton’s high quality, perfect performance 
floats create repeat sales. 

Be sure you sell Dayton’s Rod-Tip Action 
(instant automatic line release) Fishing Floats 
for pan, spin and slip casting. 

a Ask your jobber about 
Dayton’s self-service merchandising 


assortments. There one to 
fit your needs. 


—<@= Self-Service Merchandiser — +3888 


Liston 


<=. BAIT COMPANY 


2701 S. Dixie Drive 
Dayton 9, Ohio 


_ Want more facts? Circle 136, P- mW Want more facts? Circle 137, P- 111 








\ GENUINE AMERICAN MADE 
AN WRIGHT & MCGILL MERICAN 


WN 


CAGLE CLAW | 


Rotary Rack 
B ) with the 
HH an. \ 7 purchase of 6 
No. 31 “EAGLE CLAW” Plain Shank Snelled Hooks—2/3 actual size 2» ——! gross of 
é O jp O JO Eagle Claw’’ 
Snelled Hooks 





No..139 “EAGLE CLAW” ‘‘BAITHOLDER” Snelled Hooks— 
2/3 actual size Manufactured Only by 


WRIGHT & M‘CGILL CO. 
WRITE FOR COMPLETE 1959 CATALOG 


Box 518, Aurora Sta., Denver 8, Colo. 





Want more facts? Circle 138, p. 111 
52 «© HARDWARE AGE, March 26, 1959 














—— cee | cee ‘* Boyejyeo 40409 |) Aaysnpui ay} Ul Saul; DeueA Due aja;dwod JSOW 8) 40) BIINOS 
[~ ans awe | mau iNOA pue ejep NW1d HO1L93°-173S . [| 48831q 94) °° Asysnpui sy Ul saped; ay) pue Auedwod Buiaeuoid e Ajjeuoiipes $1 YoJOYS UOYWeY JeEYy}—UIeZe BDU0—jo0ud 
ssappy | yrj}oyS-uoyiwepy ayy \ 40; Aepo} puas f Si! UeId HOLD 1719S Pepuedxea siyy “Ajqeyyoud pue Ajisea ai0W SI@WIOJSND INOA jjas PUe }Ie4We NOA jay 0} Peusisap-aid pue 


yeqg ewen PajAjs-a4d S}INposd 400pyNO Ppue dUdId UO aWeU YI}0yS-UOWIWeH SNOWEy-JBWNSUOD 84} NOA Sanid Ue|d YOLDF- 1739S “eu ANC 


l 
$1 se@qQQ0! Aw i 








"eS eAne}Uesesdes INOA SAeY eSe0ig ©) 
| voqewsoju: wesBoud YO1D3-1139S 
pue Bolejed 10/09 se;dwod sn0K psemucy eseeig [) 
I AN ‘OT MOA MON 308045 UIDE 1889 TT 
UOIVAIOGIOD YDIONS VOIWEHY GUL 


— ame ae ame cum. am one onl 


HARDWARE AGE, March 26, 1959 ¢ 53 


SED A: 
ALINLA Pue 1OOL 
SERIE DE: (tr 
SON! GILVINSNI 
SRE LM MEEDES 
SRELME LI URL, | holy := ----—— 
AMIWY4 ¥3100% HOLONS ’ + ania EP OR mam. EE a 


Want more facts about the ad on p. 54? Circle 140, p. 111 > 


Buisipunyrew pauuojd ‘Asojuaaut 
peuuojd ‘sjuawdiys pauunjd ‘Buispysind 


GAISNIIXT peuuojd suneaw wosboid yO) 59-1195 Y2104S-UOsy Wo, 


4Y24O4S-UO4!W DH 
sayjouy 


ey, “specu Burjas sojnriys0d snoA 04 payins jseq seut) puD s4>nN' 
-poid 10) unjd pun j2a;as UD? MOA Yr14yM WoL a21N0S a/HuIs D NOA saniB jou; 


unjd © Si 4 ‘@2uNOs 4Oe1H aUO Wid1s Sy>NpOld jNyssaD2NS OO| 4eA0 suDew ¥O193-113S. 


WVeooOdd pO ae 


R—-[od Re} hag Eh 


iNOOS ONIWOD | | 7. oa HUOULOMS-NOLIINVH PUL 
| “, =F """“HLIM SLIFAOXd OL SAVM-.ANG, FHL MOT1IOJ 


sOn¢ payojns 














NOLIIIN YH 


"O01 peal‘speos je 


ALUN Ony TIDY] 


UA 0109 _ 
—. -+ 
| BRONVTANS 7 


CW 


Want more facts? Circle 139, p. 111 A 











y7100" HOLONS 


ee ane 


>" 








why. 


In various lines today, there appears to be a 
constant attempt to cheapen quality in order to 
provide a “bargain”. 


JGem—jetetel cases, the effect has often been to take 
the profit out of selling for the retailer 


... to create a headache for him in unsatisfactory 
merchandise and dissatisfied customers 


...and destroy the confidence of consumers in 
the integrity of American manufacture. 


Policy apparently of this kind has resulted in 
bath scales being priced as low as $2.44 retail. 


Borg-Erickson takes this opportunity to reiterate 
ham a Kebanleset-SUr-in-beleme-toe- 0b et-i mi ael-Mel--inweleinleseme) d 
quality standards, retail profit-security, and 

‘elo et-jebeel-) um eley eb lot-s eer 


...and to offer retailers a completely new concept 
of scale merchandising, under which they can 
sell merchandise they are proud of, in bigger 
dollar volume than ever before, at prices 
legitimately profitable. 


y President 
The Borg-Erickson Corporation 


ye. 








be ee 








BORG creates a New “Selling World for Bath Scales! 


Now, offer 58 models (at profit prices) from a 12-scale Display, with Guaranteed Sale! 


Borg-Erickson now offers selected dealers a new kind of scale 
merchandising, geared to quick, high-unit sales of replacement 
scales. 2,000,000 scales in America over 10 years old need 
replacement now. You get this business, on a high-profit basis, 
by displaying the BORG FULL-LINE right in your store, in only 
4 sq.ft... . offering 58 model-variations, $7.95 to $19.95" 
—any not in stock, you sell on Special Order’ 








This new Dealer Plan includes: 
1. 


A spectacular ‘‘World of Color’’ Display, which shows shop- 
pers a variety of modern scales in beautiful colors. Display spins 
at a touch. 3 tiers (4 scales each) revolve independently, parade 12 
scales (8 models, including handle-types and all colors) to invite 
the shopper's choice. Constructed of meta!l—5 ft. high, 2 ft. square. 


2 
A Special Order Department—colorful ‘Merry-Go-Round of 
Color’ at top shows every Borg model-and-color variation. 58 of 


them!—all in local wholesale stock, ready for delivery. You sell 
every model and color, whether in your stock or not! 


‘World of Color’’ Display, complete with 
Special Order Department (valued at $35.00) 
is supplied FREE with 18-scale Assortment. 


> 
CJ e 


Merchandising Cooperation new to the industry. You get not 
only usual sales aids (ad mats, streamers, reprints, display cards) 
but also, a steady flow of special material—national ad 
inquiries, suggestions from Idea Contests, and promotion ideas. 


4. 


Dealer-Directed National Ads feature the ‘‘World of Color" 
Display and direct traffic to you as the Full-Line Borg Dealer. 


). 
Guaranteed Sale!—Any Borg model which does not sell in 


reasonable time will be replaced by other Borg models of your 
choice. No dead stock. 








This offer is open only to selected merchants who recognize the folly of 
selling scales (often, a once-in-10-years purchase) at no-profit prices, 
| | turn page 
when what the customer really wants is a quality scale, regardless of 
price. No ‘‘bargain offer’’ ever replaced a working scale—but color and to SEE the 


“World of Color’ 


the Full-Line Borg Dealer in your community! Borg-Erickson, Chicago. assortment 


* ‘ 
y i 





Form 710 


~Printed in U.S.A 


“World of Color” 
#2000 Assortment Includes: 


+ 47” 


6 Model 8124C— Standard Borg model, retails @ 
$7.95 (1 each Blue, Pink, White, Black, Yellow, 
Green) 


3 Modei 4124C-H— Rocket” Dial, with handle, re- 
tails @ $9.95 (1 each White, Black, Pink) 


2 Model 4224 —'‘‘Rocket'’ Dial, chrome trim, retails 
(a $10.95 (1 each Yellow, White) 


2 Model 1524 — ‘Flight’ with enamel case, retails 
(@, $12.95 (1 each Black, Blue) 


2 Model 1524-H— Enamel-case handle “Flight”, re- 
tails @ $13.95 (1 each White, Pink) 


1 Model 1500 — ‘Flight’, chrome-plated case, retails 
(a $15.00 (Yellow) 


1 Model 1600—New cross-view ‘Strato Flight’, re- 
tails (@ $17.50 (Beige) 


1 Model 1900 — “Flight” with ‘fur’ platform, retails 
(2 $19.95 (Pink) 


Retail Value 


Denver west Your Cost 
Retail value, $217.15 


Dealer cost, $130.29 
Dealer Profit, $86.86 Your 40 % PROFIT 


2985 
y ] 90 
2? 590 
27° 
: 500 
] 750 
19% 





*205”° 


123% 





+ 22 


“World of Color” Display ($35.00 value) 


FREE with this Assortment 
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Join the big switch to 
Sylvania Fluorescent Lamps! 


S\ LVANIA fluorescent tube sales have (sive your lamp customers this same 
orown many times faster than all the bie value—stock profitable Sylvania 


rest of the industry tn the last ten vears. fluorescent tubes. You'll build profit 


. , 7 able repeat sales on lamps and extra 
One reason for this rapid rise is that } } 


: se . ) business for other items. Call your 
smnart buvers for top “name companies : 


: . . Sylvania supplier today. 
allover America... departinent stores, :; , 


airlines, hotels, factories ... choose | 
SYLVANIA LIGHTING PRODUCTS 


Division of 
) . 
calculated one because they are respon- SYLVANIA ELECTRIC PRODUCTS INC. 
Dept. 9L-8203, 60 Boston St., Salem, Mass. 
In Canada: Sylvama Electric (Canada) Ltd. 
lighting dollar. P.O. Box 1190. Station “O”~. Montreal 9 


F SYLVANIA - estes ioning name in si 


LIGHTING + TELEVISION + RADIO + ELECTRONICS + PHOTOGRAPHY 
< Want more facts? Circle 140, p. 111 


Sylvania fluorescents. Uheir choice is a 


sible for getting the best value for the 


+ ATOMIC ENERGY + CHEMISTRY-METALLURGY 
Want more facts? Circle 141, p. 111 A Want more facts? Circle 142, p. 111 > 
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NEW 8-SHELF SANDPAPER RACK 
features choice of popular-grit 
sandpapers, 5¢ to 19¢. Over-all 10” 
wide x 12° deep x 34° high. 
Counter space 5/6 sq. ft. Also for 
wall use. Profits to 46.8% or more. 
Order +59 SANDPAPER RACK and 
choice of 5 Assortments. 








NEW 2-SECTION REGISTER BASKET sells 2 
popular-price dispenser rolls of cellophane 
tape, 25¢ and 39¢. Over-all 15’2° wide x 
412" deep x 614 high. Hangs from regis- 
ter, also pegboard. Profits 35% or more. 
Basket free. Order +CR-1 BEAR CELLO- 
PHANE TAPE DEAL. 


| 


RA 7 40! wean Cllophans 10Pt om 
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25 


NEW 6-PRONG TAPE RACK features 4 
popular-price carded dispenser rolls of 


cellophane tape, 25¢ to 39¢. Over-aill NEW 3-PRONG TAPE STRIP-RACK serves 
10%" wide x nop deep x 17%" high. 3 popular-price carded dispenser rolls of 
Counter space ‘2 sq. ft. Also hangs from cellophane tape, 25¢ to 39¢. Over-all 914’ 
pegboard. Dealer profits 35% or more. wide x 7” deep x 7” high. Wall space 
Rack free. Order #CP-1 BEAR CELLO- 2 sq. ft. Hangs from pegboard. Dealer 
PHANE TAPE DEAL. profits 30% or more. Rack free. Order 
#CP-3 BEAR CELLOPHANE TAPE DEAL. 











Maximum volume sales 
Minimum space 
Compact merchandisers 


1 Ug namer-emr orepensae sents 


BEAR is the line . . . for ‘59! Why? Because 


it’s ‘way out in front in the space race to NEW 10-PRONG TAPE RACK serves 


3 popular-price dispenser rolls of 
masking tape, 35¢ to 98¢. Over-all 
102” wide x 82" deep x 25” high. 
at these 6 compact, new, self-service mer- Counter space 24 sq. ft. Also hangs 

from pegboard. Dealer profits 
chandisers, and you'll see their capsule- 33.3% or more. Rack free. Order 
+M-59 BEAR MASKING TAPE DEAL. 


collect more sales dollars for you. Just look 


packed sales power. Enjoy the benefits of 
maximum sales in minimum space by 
ordering these BEAR profit-makers from 


your BEHR-MANNING distributor today. 





NEW 6-PRONG TAPE STRIP-RACK 
sells 4 popular-price carded dis- 
penser rolls of cellophane tape, 
25¢ to 39¢. Over-all 21” wide x 
7” deep x 7” high. Wall space 
1% sq. ft. Hangs from pegboard. 
Dealer profits 35% or more. Rack 
free. Order +CP-6 BEAR CELLO- 
PHANE TAPE DEAL. 


2 NEW CELLOPHANE TAPES feature popvu- 
lar-size dispenser rolls, #C-52, %4” x 150”, 
25¢; #C-55, %” x 300”, 39¢. Boxes each 
8'2" wide x 44" deep. Counter space ' 
sq. ft., or dump into trays. Dealer profits 
30% or more. Order #C-52 and #C-55 
BEAR CELLOPHANE TAPES. 


BEHR-MANNING CO 


TROY, NEW Yor x« 
A DIVISION OF NORTON COMPANY “ORTON 


® 
ABRASIVES” 





BEHR-MANNING PRODUCTS: Coated Abrasives - Sharpening Stones - Pressure-Sensitive Tapes 
NORTON PRODUCTS: Abrasives - Grinding Wheels - Grinding Machines - Refractories - Electrochemicals 























If you want to sell more household furnishings, go where 


every page is full of ideas that sell: Better Homes & Gardens, the 
family idea magazine. It’s impossible to leaf through any issue 
without finding hundreds of ideas that sell BH&G’s home-centered 
readers on going out to shop and then to buy. Five out of ten BH&G 
average-issue readers live where new furniture was bought during 


a one-year period—nearly 30% better than the nonreader record. 


source: BH&G-Politz 12 Months’ Study, 1956 


During the year 1/3 of America reads 


Better hom mes ia 


idea magazine 


Want more facts? Circle 143, p. 111 
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How to get 


more PROFIT out of RUN 


Sell the fun idea and you'll make more profit than ever 


with sporting goods in the skyrocketing 19359 market 


CONTENTS 


How to profit from fun 

How to measure the fun market 
How advertising builds fun traffic 
How fun promotions pay off 

How to pick fun lines 

How to sell fun tie-ins 

How to make more fun profit . 

How budget terms make fun sales 
How to cope with discounters 
How the fun population is booming 
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GOODS 
MERCHANDISING GUIDE 


How you can get 


More profit out of FUN 


Family fun merchandise—sporting goods and recreation 


items—is gaining in sales at a rate too fast for accurate 


measurement. 


You can share in this boom if you will 


promote the year-round fun market for all it's worth. 


by James M. Dixon, associate editor 


Here’s your sales slogan for sporting goods 
in 1959: Get more fun out of life. Sell a better 
way of living. 

Your objective is to get more profit out of fun. 

There is big profit potential for you in the fun 
and recreation market. All your customers are 
all a part of this market, and all your customers 
spend money to buy fun equipment. 

The pursuit of relaxation and leisure fun 
means sporting goods sales. Of course, there 
are some few folks who never buy more than a 
deck of cards or paperback novel to fill spare 
hours. But these represent a strict minority. 

Most of us make a couple of sporting pur- 
chases a year. More than one of every four of 
your customers spend some time on a boat each 
year. There are more than 35 million licensed 
hunters and fishermen, and millions more who 
dabble at it without a license. 

Leisure time fun activity means regular 
sporting goods’ sales to at least one out of 
every two persons in your trading area. Total 
market: 130 million Americans who pursue a 
regular sporting activity. 

Whether your trade prefers croquet sets or 
power boating is of little consequence. What 
does make a difference to your profit picture is 
that every other customer who enters your store 
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this year is a target for sales in the sport-fun 
department. 

You may have to change your way of thinking 
a little to improve your sales to this trade. The 
big sales will be made year ’round by dealers 
who sell the fun idea. 

How about the customers in your trading 
area? Do they consider your sporting goods 
department as fun headquarters? 

Or do they buy hardware from you, after 
visiting a chain or department store to load up 
on folding chairs and boating supplies? It all 
depends on how varied you make assortments, 
how well you promote and display them, and 
how well you merchandise the fun idea. 

Change your ads to read: “Fun for sale,” 
instead of “Guns for sale.” The results will 
amaze you. 

This Sporting Goods Merchandising Guide 
sums up your challenge for more profit in the 
fun market. This market has grown out of all 
proportion to predictions of just a few years 
ago, as you’ll read later. 

This Guide spells out the market and its 
trends to help you meet the challenge. It shows 
you ways to fatten your share of the fun market 
by analyzing basic stocks, display, and promo- 
tions. 
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Want more profit from the fun market? Sell sporting goods for the whole family. 


But the basic idea behind this guide is: Sell 
a better way of life. 

Our fun seekers abound as never before. Who 
can accurately measure how much their number 
will increase in 5 to 10 years? All past predic- 
tions has been proved timid. 

One thing is certain, the future is really big, 
aiming for higher sales goals with the speed 
of a Sputnik. 

Each year the ranks of retired folks grow 
larger. Each year the average life span inches 
upward, creating more potential fun time for 
all of us. Each month brings closer the day of 
the 35-hour work week. Each day more teen- 
agers learn how to handle guns, rods, and boats. 

Every year, our gross national product rises, 
and this can only mean more income to be spent 
on family fun. 

Togetherness is more than an idea these days. 
It is a way of life for most families. In together- 
ness you have the real basis for the fun market. 

All right, why not go after a bigger share of 
this fun market? 

Why not study the ideas in this Guide for a 
better awareness of the booming market that is 
echoing all around you? 

Why stand by and let your regular hardware 
trade shop elsewhere for ammunition, flies, or 


boat paint and marine hardware accessories? 

Getting a bigger share of this expanding 
market is probably a lot easier than you think. 

After you read this Guide, let your wholesaler 
spell out the details: Top turnover lines, pro- 
motion aids, display helps, basic stock lists, and 
sasonal planning. 

Basic to all your thinking on the fun market 
is this: Sporting goods’ merchandising has be- 
come a stable year ’round business. Gone are 
the days of pushing a few rods and reels in 
spring, and guns in the fall. There is a fun- 
sport for every month of the year. And there 
are family vacations or weekend trips to match. 

Get to be known as sports headquarters for a 
bigger share of the $2 billion retail sales mar- 
ket for fun merchandise. Get into the habit of 
promoting leisure fun 12 months a year. Think 
ahead, for the present $2 billion market will 
easily reach $3.5 billion by 1969. 

More than 28,000 hardware stores have found 
extra profits in sporting goods. You can join 
their number. 

The majority of these dealers are ringing up 
more than $11,000 in retail sales each year in 
fun merchandise. You can too. Make 9 percent 
of your annual sales your personal goal in 
sporting goods—fun goods—for 1959. 
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Here’s your fun business market... 


$2 billion in retail sales per year 
8 to 15% potential of hardware store total sales 


567% increase in total sales in last 30 years 


Want a profit trom the fun market? 


Ample, modern displays attract women, 
sales. 


a growing factor in sporting goods 
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Fun business is two-thirds as big as the total 
hardware business, at $2 billion a year. 

This year’s retail sales will top last year by 8 
percent, say the economists of this market. 

Additional billions of dollars will go _ into 
travel, lodgings, fuel, club memberships, etc., 
over and above the cost of fun merchandise. 

Sales will rise at least 75 percent, to $3%% 
billion, for merchandise before another decade 
rolls by. 

In the 30 years since 1929, sales have sky- 
rocketed from $300 million annually to the 
present $2 billion level, a 567 percent increase. 

Barring entirely new lines, no other line can 
match this sales record. 

Much of the sporting goods’ sales increase oc- 
curred in depression years, for more people had 
time on their hands. The increases will continue 
to flabbergast predictors, for family fun is a 
part of regular living rather than a once-a-year 
fling. 

Your customers have time, have money, and 
have a powerful urge to enjoy life. 

Sporting goods’ sales have shown gains in 
every year in the past 10, despite two general 
economic setbacks when most other hardlines 
suffered a little or a lot. 

Sporting goods have been called a recession 
proof line by many observers. Even when there 
is enforced leisure time, generated by a decline, 
sporting goods’ sales tend to climb. 

Estimates by the National Sporting Goods 
Assn. and others predict 1959 sales at these 
levels: 


@ About $430 million for boats, motors, trailers. 


@ About $251 million for firearms and supplies. 


About $191 million for bicycles. 

@ About $155 million for fishing needs. 

@ About $93 million fer golf equipment. 
@ About $52 million for baseball supplies. 


@ About $41 million for football, basketball, 
boxing. 


@ About $41 million for playground equipment. 


@ Untold millions of dollars for participation 
sports, sports clothing, marine hardware, 
‘amping equipment, shoes and boots, and 
dozens of minor sports. 


The biggest sales increases for 1959 are seen 
by NSGA in the non-metropolitan areas. NSGA 
also has made these predictions: 


(1) The Mid-West market will lead the coun- 
try with $461 million to be spent in Illinois, In- 
diana, Michigan, Ohio, and Wisconsin in 1959. 


(2) These mid-Atlantic states will run second 
with $456 million: New York, New Jersey, and 
Pennsylvania. 


(3) The Pacific states: California, Oregon, 
and Washington will place third at about $263 
million. 


These figures represent total retail sales. 
Hardware stores’ share of the total sporting 
market should be about $200 million, close to a 
$5000 average per store. 

Outboard engines are in the limelight as a 
sales leader. In last year’s recession, outboard 
sales climbed an estimated 24 percent. A gain 
of another 15 percent is predicted this year. 

Half of the outboard sales in 1959 will be 
trade-ins on older outboard motors. Motor re- 
pairing and reconditioning will be big business 
this year. 

Marine hardware and boat supplies are also 
showing fantastic sales gains, as family fun be- 
comes a bigger promotional factor. Manufac- 
turers are rapidly gearing to this market with 
impulse packaging and lower price lines to round 
out assortments. 

Some 26 million campers are regularly using 
national park sites and private camping grounds 
to indulge in this booming family-fun sport. 
This accounts for the rapid growth in recent 
vears in the tent business (yearly gains in the 
10-50 percent range), outdoor stoves, sleeping 
gear, Janterns, cookware, and vacuum goods. 

Other sports are on the march. 

There are 21 million regular bowlers, rivaling 
fishing as the number two sport. 

The increase in activity in skiing, water ski- 
ing and skin diving has zoomed profits for deal- 
ers who keep basic lines in stock. 

Archery, for example, has become a major 
sport by nearly tripling its volume to $10 mil- 
lion a year since World War Il. Improved arch- 
ery equipment plus TV’s impact are responsible. 

Thousands of dealers have learned that you 
don’t have to be next to a mountain to sell skis, 
nor in walking distance of water to sell marine 
hardware. In the fun market, individuals and 
families travel great distances to enjoy their 
favorite sports. 

Of course, each dealer is in an area where 
certain key sports predominate. In Minnesota, 
ice-fishing gear sells big in the winter. At the 
same time, skin diving items are hard to keep 
in stock in southern California. Each dealer 
must concentrate on popular lines while main- 
taining a balance in minor, yet essential, sports. 


> 
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Here’s your fun business market... . 


(Continued ) 


Cater to teenagers 


Today's boy spends | 1¢ out of every allowance dollar on sporting equipment and 
he is your prime customer for fun merchandise in the future 


There are about 16 million youngsters 
in the 13-18 year bracket. This is the time 
in their lives when they choose sport ac- 
tivities they’re best suited for. Now is 
when they set the pattern for later life. 

Using birth rates as a guide, our present 
16 million teenage population will be 18 
million in 1960, 22 million by 1965. These 
teenagers will buy sporting goods singly 
and in team quantities. 

The youth market is an outstanding 
market for you, in terms of immediate 
sales and for future loyalty to your store. 
Right now, some 22 percent of all teen- 
agers are fishermen. About 12 percent are 
hunters. Almost all engage in some school 
sporting activity. 

Think of the market for sox, sneakers, 
sweatshirts, and supporters that 16 mil- 
lion youths represent. And this is before 
you sell a single baseball or glove. 

The total teenage population now 
spends some $9 billion a year in allow- 
ances and money earned. Sports equip- 
ment is high on the list of what teenagers 
do with this money. According to Gilbert 
Youth Research, the average boys spends 
ll¢ of every dollar he gets on sporting 
equipment. 

Every dealer who encourages young 
folks to buy in his store is protecting his 
future, in sporting goods and all other 
lines. Young folks get into the habit of 
buying from you and also telling the folks 
about you. The buying habit continues 
into later life. 

Encourage Little Leaguers, American 
Legion teams, Gir] and Boy Scout troops, 
and the sandlot gang. You’ll build up a 
huge reserve of good will. 

Make your ads, promotions, displays, 
and in-person contacts show an interested 
attitude regarding young folks. Don’t be 
too busy to bother with them. 
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Wont a profit from the fun market? Beam promotions at 
youth, There are 16 million fun-minded youngsters about 
the age of this boy. 
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An article in Newsweek listed the basic 
wardrobe of a fresh water fisherman. The 
figures show what can happen to sales 
when salesmen are alert to tie-in items. 
Here is the list: 





Article Retail price 
ee WD .. . os bene venaeeene $ 21.00 
Felt-soled sandals ............... 7.50 
Hot with brim to hold flies........ 5.95 
ee 5.00 
2 boxes for nymph flies .......... 4.00 
ED iin nin wie bea aba wea 22.50 
SD vans canenees bans 9.00 
ee are Pere 5.00 
csi bbs een eeaseh eereneus 39.95 
2 boxes for dry flies ............. 3.60 
On. os sb ke Sawn nce 2.95 
|) ree 1.00 
Ml, 4 56004b0440044500sReREbEE: 1.00 
ntenn seeks mee ek ou was 5.00 
Fishing vest and creel ........... 16.50 
Leader straightener ............. 50 
i dn 2 ee ese ee eng ke wale 1.00 
ee en eee 15.00 

eee $166.45 








You should know that. 


One of the biggest sales and profit lines 
in sporting goods is outboard motors. 

About 600,000 outboard motors of all 
types were shipped in 1957. This figure 
was boosted by 24 percent in 1958. 

In 1957, 35.8 percent of sales was for 
outboards of 20 horsepower and up. Second 
best seller was the 12-20 horsepower range. 

These figures indicate an important 
change in demand, for in previous years 
the 4-12 horsepower models were the big- 
gest sellers. 


Fresh water fisherman: $166 customer 


Hunters, fishermen: 
35 million customers 


The U. S. Fish and Wildlife Service re- 
ports that combined hunting and fishing 
licenses sold to_sportsmen hit a record 
high in 1958. Total: 35 million. 

Fishing licenses showed a great gain, 
significant as a trendmaker, of nearly one 
million more than in 1957. Total: 20,- 
177,605. 

Hunting licenses showed a small de- 
cline, down 154,000. Total: 14,764,124. 

Total revenue from hunters and anglers 
for licenses, tags, stamps was just shy of 
$100 million. Total: $99,018,130. 

The revenue increase for the year was 
$8,401,091. 

This gives you some idea of the scope of 
the fun market. Just two phases of the 
market brought in one-tenth of a billion 
dollars, just for the privilege of hunting 
or fishing. 

These states lead the market in licenses 
and, presumably, in hunting and fishing 
gear sales last year: 


Hunting 
State Licenses 
se cak bees enna 1,154,851 
EE 974,713 
Re ee 972,454 
RN eee ae ee oie ees 739,037 
I. cc vaec van eeasewent 664,251 
I oo uvidéeussseuens 642,839 
NS i eel tane ane Bahl 624,787 
Nh bene e i 64 ceeene os 512,860 
rere ee 509,369 

Fishing 
State Licenses 
NN ie oe a dE oy wien 1,409,751 
0 ree Seer re 1,408,698 
a 1,111,579 
6 65 te own weee Oren wes 1,109,434 
Ss « vwie kobe tae deserweees 901,890 
I a ak a ee ee i a ete | 835,151 
So os wwe eee ee ween 819,017 
Ts. cee ateheadénseadwawns 818,521 
EE eA ee eee or 813,521 
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Advertising builds traffic 
For year-round fun sales 


The fun market is a 12-month market and that means 


year round promotions if you want to reach for a 


full sales potential and full profit margins 


How much new traffic you get in the fun mar- 
ket hinges directly on how much, and how well, 
you advertise and promote fun merchandise. 

No valid reason has ever been presented to 
explain why many hardware dealers by-pass 
their sporting goods departments when they 
are looking for good items to create traffic. 

More often than not, leader items are selected 
from the housewares or giftwares or hardware 
departments, yet sporting goods shelves are filled 
with products that have much greater potential 
appeal. 

Nearly everyone—man, woman and child— 
is interested in some recreational activity that 
requires one or more items from a _ sporting 
goods store. 

Many of these items have extremely short 
lives, requiring frequent replacement. Consider 
baseballs, bats, badminton birds, arrows, fishing 
lines, bait, golf balls, ammunition, to name just 
a few. 

Contrast the replacement frequency here 
against the life of the more usual leader items 
such as: Cooking ware, clothes hampers, pails, 
tools, beverage sets, cannister sets, cutlery, etc. 

This is not to imply that there are no “short- 
life’ items in your housewares-hardware depart- 
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ments that can be used for leaders. There are 
many such items of sporting goods which you 
may be overlooking. 

To help stimulate your consideration of sport- 
ing goods as promotable merchandise, HARDWARE 
AGE has prepared a list of items for an entire 
year, beginning with the first week of April. 

It is obvious that no such list can be either 
all-inclusive or completely accurate. 

Local climatic conditions, local sports inter- 
ests, local geographical opportunities will play 
an important part in determining the best items 
for you to promote. In many cases several items 
can best be grouped together for a more timely 
promotion. 

In order to consider climatic conditions in a 
very general way, you'll find several items for a 
particular week. One of these is suggested for 
use in colder climates; the other for warmer 
areas. These items are prefaced with a (c) for 
colder climates and (w) for warmer climates. 
Where no such designation is shown, the item 
can be promoted in either area. 

Inspect this list carefully. 

You will immediately think of other items 
to add for your locality. You will pick certain 
suggestions that should be promoted a little 
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Want more profit from the 
fastest growing fun market. 


market? 


earlier or a little later to suit your needs. You 
will think of related items that can be teamed 
as leaders or advertised separately at regular 
prices. 

At this point, bear in mind that a leader item 
does not necessarily have to be reduced in price. 

It should be a good item, it should be timely, 
it should hit at the period of greatest demand, 
and it should carry a good price, but not neces- 
sarily a cut price. 

Keeping the list of suggestions in mind, and 
referring to it frequently, consider a few of the 
factors that will make your advertising more 
effective. 

In order for an item to be timely, you must 
plan your advertising sufficiently far in advance 
ot its seasonal appeal. You must determine as 


#, 


Aim for more marine 


shot guns, 


hardware and supplies It's the 


volume. 


closely as possible the period of greatest demand 
during that season. 


Only you can make this decision, since you 
must weigh all of the variables mentioned earlier 
in this article. 

The item itself must be considered. If it is 
purchased by your customers on impulse, or as 
a short-life replacement, you can afford to work 
more closely to your actual advertising dates. 

Items not falling into this category, 
rifles, outboard motors, team equip- 
ment, quality rods and reels, etc., are usually 
given much longer consideration before they are 
purchased. Your advertising should appear far- 
ther in advance of the estimated period of great- 
est demand. 


A month or six weeks would not be too far 


such as 
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Advertising builds traffic for year-round fun sales 


in advance of hunting season to start advertis- 
ing shotguns and hunting rifles. Specials on out- 
board motors or camping equipment should be 
offered several weeks in advance of the season 
of actual use. 

Observation of activity in your own neighbor- 
hood will indicate the course you should follow. 

If you offer a layaway plan on some of your 
larger items, start to lay the groundwork for 
your promotion even farther in advance. 

If your hunting season is in October, for ex- 
ample, drop a few such reminders into your 
ads just as the summer vacation season ends. 

As you break into your Christmas advertis- 
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(Continued ) 


ing following the close of the Thanksgiving holi- 
day, remember to promote your large - ticketed 
items earlier than those which fall into the 
lower priced category. 

If Dad is going to get a shotgun in his Christ- 
mas stocking, someone will be thinking about 
it early in December, not just a week or a few 
days before Christmas. The same holds true for 
junior’s bike, or mother’s golf clubs. 

The few suggestions given in the weekly list 
will show this more clearly. 

Your sporting goods items can be promoted 
through advertising without involving a great 
deal of expense. Since sports pages are not nor- 


classic sport. 


Want more profit from the fun 
market? Archery is coming up 
fast in a sweeping revival of a 


HA aids help power promotions 


mally crowded with ads, a small space will usu- “_-7 
ally do the job. These can be used wherever 

your appeal is directed to the sportsman, for 
guns, tents, boats, ammunition and the like. 

Where there is more general appeal, barbecue 
equipment, yard swings, outdoor games, etc., 
you may get better results by incorporating your 
specials within your regular ads. 

Whichever applies, remember that you can de- 
velop greater sustained appeal through the use 
of a consistent style. Head each ad or box with 
a catchline. Offer a “Sports Shop Special” or a 
“Brown’s Sports Special’ in your fun-for-sale 
promotions. 

Tie in your ads with local sports activity. 

If you have a Golden Gloves Tournament, how 
about a heading such as: “In This Corner... .” 
During golfing season, especially if your coun- 
try club has a championship tourney, try: ‘“Hole- 
In-One-Special” or “Divot-digger’s Delight.” 

The use of a standard heading has greater 
value than dressing up your newspaper ads. Fol- 
low it through with window banners and point- 
of-sale cards. Use it as a lead-line on any radio 











HOW TO 


STRETCH your casx 


DO IT WITH A 


REVOLVING 
CHARGE ACCOUNT 
powecemumades As a service to readers HARDWARE AGE has designed special materials to 
meena os cra ne : start and maintain your sporting goods layaway program. These materials 
have helped hundreds of dealers boost seasonal sales. 

Everything you’ll need to make up to 100 plus sports’ layaway sales 
comes complete in the HARDWARE AGE Layaway Kit. 

This kit is available for fast delivery. It has 111 pieces, including: 

@ 100 three-part layaway tags, serially numbered in red ink for easy 
identification. 

@ 6 round red and white spinners, punched to hang on thin string. A 

. slight breeze in your store will swirl them about. Spinners are printed on 
vee pasee 30 °SO *70 “100 ‘125 “150 ‘17S *200 both sides, may be hung for window or store trim. 
parmants "2 he Nal all ocala nS @ 5 red and white layaway posters (8% x 11 in., red and black) for 
pera store or window mounting. These posters build customer interest by ex- 
plaining the basic idea behind sporting goods’ layaways. 

The HARDWARE AGE Layaway Kit costs you $2.40, postpaid. 

Of course, all of the items in the kit are available separately. Layaway 
tags (form No. 7) are $1.65 per 100. Layaway posters (form No. 8) are 
5 for 50¢, and layaway spinners cost 50¢ for 6. All prices postpaid. 

HA Revolving Credit Posters, another effective fun-promotion aid, are 
available in 8% x 11 in. size for mounting in window on cash register to 
stir up new interest in credit. Cost: 5 for 50¢ (form No. 10). 

To order layaway materials, send check or money order to: HA Reader 
Service Dept., HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 
Please specify form numbers. 
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MONTHLY PAYMENTS FOR REVOLVING CHARGE ACCOUNTS 
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Advertising builds traffic for year-round fun sales 


commercials you may devote to your item. 
Rounding-out your promotion in this manner 
will achieve much greater impact. 

sy prominently displaying and promoting your 
weekly item within vour store, vou will achieve 
a three-fold purpose. 

First, it will refresh the thinking of any in- 
store customer who was subjected to your ad- 
vertising. 

Second, it will attract any customer within 
your store who may not have seen or heard your 
general appeal. 

Third, it will give you an excellent opportunity 
to surround your display with related items that 
will increase your tie-in sales. 

Your sporting goods specials will be valuable 
only if you use them for the two advantages 
they offer: 

(1) To interest more new prospects in your 
store and the merchandise you carry 
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(Continued ) 


2) To increase your sale of really profit- 
making related items. 

Plan your sporting goods promotion well, and 
plan it on your own terms. 

Don’t concern yourself unduly with the occa- 
sonal cut-price advertising which is bound to 
confront you. 

While some business will inevitably be lost to 
those firms which feature price alone, remember 
that you can rely heavily on service, quality, 
and a host of related items that cannot easily 
be matched. 

Your potential customers will develop the 
habit of patronizing your sporting goods depart- 
ment if you develop the habit of offering attrac- 
tive weekly specials to them. 

Above all, remember that vour trade is fun- 
minded throughout the vear. There is fun and 
sales potential in every market, every day of 
the vear. 


Want more fun from the fun market: 
Promote with youngsters in mind and 
develop their interest and patronage in 
your store. They are your coming 


market. 





Your fun market is a vear-round market 


Here is a list of promotable items for every week in 1959. Use this list 
as a guide to preparing ads and special purchases for those ads. Some 


items are best in warm climates (marked w) or colder climates (marked 
c). All of the items listed have proven sales potential for the week they 
are aligned with. If the selection here doesn't suit you, let it be a 


suggestion for items of your own choice. 


WEEK OF: 


April 6 
13 


ho 
~t 


June 1 


July 6 


20 


27 


Aug. 3 


Sept. 7 


PROMOTE: 


Vacuum jug, chest 

(c) Electric or fueled lantern 

(w) Baseball and bat 

Marine 
boat supplies 

(c) Fishing reel (w) Campstove, 
sleeping bag 


(c) Tent (w) hardware, 


(c) Bait (w) Spear lights 


(c) Outboard motor (w) Golf 
balls 

(c) Baseball and bat 

(w) Picnic basket 

(c) Pienic basket (w) Sleeping 


bag 


Bug bomb 

(c) Golf balls (w) Yard swing 

(c) Barbecue grill (w) Badmin- 
ton set 

Fishing creel 

Folding picnic table 


Water skis 
Swim fins 
Snorkel tubes 


Horseshoe pitching set 


Croquet, badminton set 
Tackle box, hooks, flies 
Spinning reel 

Creel, boots 

Bicycle 


Football, archery set 
Roller skates 
Shotgun, ammunition 
Gun cleaning kit 


Oct. 


Nov. 


Dec. 7 


16 


- 


14 


28 


Jan. 4 


eb. 


Mar. 


— 


15 
)) 


29 


~] 


Rifle, ammunition 

Ice skates 

Telescopic sights 

Hunting knife, hand and foot 
warmer 


Flashlight, lanterns 

Camp stove, refills 
Binoculars 

Recoil pads, cleaning kit 
Air mattress, sleeping bag 


Men and Women: Golf clubs 

Boys and Girls: Bicycle 

Men and Women: Shotgun or 
rifle 

Baseball mitt 

Girls: Tennis racquet 

Men and Women: Rod and reel 

Air rifle 

Girls: Badminton set 

Skis, (c) lee fishing gear 


Boys: 


Boys: 


Ice skates (c) 

Klectric hand warmer, 
Basketball 

(c) Fish house stove (w) 
ball mitt 

Fishing pliers (w) Softball 


iS 


— 


Base- 


~ 


(c) Sled (w) Golf clubs 

Hockey stick (w) Golf cart 
Pocket knife (w) Golf bag 
Hand axe (w) Archery set 
First aid kit (w) 


. . . 
—_ _— — 


-~ 


Tennis 
racquet 


(c) Sleeping bag (w) Tennis 
balls 

Outboard motors 

Safety gas can 


Boat cover 
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Promotions pay off in fun traffic 


It takes fresh promotion ideas to get traffic started 


in your direction. These promotions need not be expensive 


to bring you a big influx of new and repeat customers. 


How do you go after new traffic? 

You probably have a backlog of repeat cus- 
tomers for sporting goods. These are loosely 
referred to as your “trade.” Few dealers are 
content with the static flow of traffic this trade 
brings to their stores. Most dealers want to see 
new faces appearing regularly. 

You can do something about building new traf- 
fic by strengthening your promotions. Straight 
product advertising, brand names and leader 
pricing will always bring in a certain amount of 
new trade. But if you want to channel a steady 
stream of new customers to your doors, you’ll 
have to build a reputation for trying fresh pro- 
motional ideas. 

Cut-price and name-product ads are common. 
A glance at any newspaper will prove this to 
you. In the same paper, you’ll sometimes see 
ads announcing cooking schools, live animal dis- 
plays, or in-store radio broadcasts as part of a 
promotion for stores of various types. 

Unusual promotions attract reader attention, 
and draw traffic. 

You can get a reputation as a store where 
something different is always happening if you’ll 
try a new idea occasionally to perk up seasonal 
promotions. 

A small box in your seasonal ads can do won- 
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ders in bringing new traffic with announcements 
such as: 


e “Try your gun in our target range before you 
buy.” 


“Attention Little Leaguers, you are eligible 
for the Smith Hardware Trophy.” 


“See a live-water test of the new outboard 
motors for 1959.” 


“Buy a rod and reel, get a free fly.” 


“Enter our biggest fish contest, come in for 
details.” 


“Don’t throw old skates (outboard motors, 
etc.) away, we trade.” 


These basic ideas are a few of many now used 
to build traffic for sporting goods. Each is based 
on dealer reports to HARDWARE AGE. If these 
particular ideas aren’t right for you, let them 
provide the spark for bigger, better ideas of 
your own. 

Here are some details on the ideas mentioned 
above: 
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Appleton, 


Hordwore, 


Schiedermaver 


Try before you buy 


Every dealer knows that guns, bows and arrows, and just about any other 
sporting item sells better when sportsmen can try it before they buy. 

Some dealers have built a rifle range in the basement. The sound of guns 
being fired is a traffic maker in itself. Other dealers have set up sand boxes and 


targets out of doors. Still others provide customers with blank shells, just to 
get the feel of a gun in action. 


For archery enthusiasts, nothing boosts sales faster than a big straw target 
(the bigger the better, folks who miss lose enthusiasm) for some try-before- 


you-buy urging. A well-protected corner in your basement or, better still, the 
side walkway is all you need for a target range. 

One regulation-mounted steel basket will double your sales of basketballs. 
Some green matting for a putting green will perk up golf traffic. A test camp- 
stove that customers are allowed to light will prove a salesmaker. Badminton, 
croquet, tennis ... let ’em try before they buy for more sales. 


Trophies build traffic 


A Pennsylvania dealer gets plenty of team traffic from the Little League 
and American Legion baseball and softball teams, without staggering discounts, 
by awarding trophies each year. 

The idea works like this. A trophy for each league is known as the - 
Hardware Trophy. The two trophies are silver plated, stand 14 in. high, and 
are impressive looking. 

Each year they are inscribed to the winner in each league. And with each 
presentation goes a great deal of free publicity. Any team that wins three 
years in a row gets to keep the trophy, and a new one is started to take its place. 
The trophies cost the dealer nearly $100 each. One of them has been won by 
different teams for the last 10 years, so its cost has been less than $10 a year. 

The other cup had to be replaced once in 10 years, for a team won it three 
times in a row. 

For less than $300 this dealer has been getting invaluable free publicity, 
priceless goodwill, and thousands of dollars worth of team sales in the 10-year 
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Promotions pay-off in fun traffic 
(Continued ) 


period. The trophies have actually been a modest investment paying big divi- 
dends. 


Customers like action... . 


Action builds sales. Action always draws traffic. 

A live-water test for an outboard motor is basically a simple action attraction. 
With a little promotion, it will bring you boating enthusiasts from miles away. 

You need for such a test a 55 gallon empty oil drum from a gasoline or oil 
dealer. Have him remove the top. Clean the drum thoroughly and paint it a 
bright red or yellow. 

Put the drum under a sign on your front or side walkway. Clamp on an 
outboard motor, fill the drum about half full of water (dye it green or purple 
for effect) and you’re ready for demonstrations. 

Let customers have the fun of starting and throttling the motor. Be sure the 
drum is well anchored. Steel or concrete weights usually are sufficient. 

Each time you start the motor a crowd will form. 


Buy one, get one free... 


The lure of something for nothing never loses its appeal. It’s a traffic maker 
every time. 
There are many kinds of free goods’ sales. Here are some suggestions: 

@ A selection of fishhooks, flies, etc., given free with each rod and reel purchase. 
Or maybe you'd prefer to give some line, a scaler, or other related item. A 
50¢-cost giveaway will net you many extra $25 sales. 

A box of ammunition, a kit of cleaning patches, or something similar goes 
a long way to improve shotgun and rifle promotions. A Nevada dealer reports 
paying for the hunting license for every gun purchase of over $39.95. 

A California dealer gives a 2 gal can of fuel with each outboard motor of a 
certain type. 

e A Pittsburgh dealer gives a baseball with every $10-up purchase of baseball 
equipment. 

@ A Connecticut dealer gives free tees with every golf purchase. 


Everyone like attention... 


Here’s a promotion that started small and grew to be an annual event in a 
Minnesota store. 

The dealer put up a sign saying that any customer for fishing goods, from 
fishhooks to outboard motors, could hold onto his sales receipt and be eligible 
for a prize ($25 Defense Bond) for catching either the largest Northern Pike 
or Muskie. 

To compete, customers had to bring in their catches, or bring in a photograph 
showing the catch against a tape measure. A list of entries was kept and posted. 

Two things surprised the dealer in this promotion. 

First, in the month it ran, the promotion pulled several hundred entries in 
a town with a central population of just over 2000. 

Second, nearly half the entries were made by photographs. The dealer got 
his local paper to use several of the photographs for free publicity. 

In addition, as the contest went on, the dealer built a special window display 
featuring photographs, fishing gear, and some mounted fish he borrowed. The 
window eventually drew just about the whole town. 

Two $25 Bonds (net cost $37.50) brought the dealer columns of free news- 


paper space, word of mouth publicity, aad more sporting goods’ traffic than he 
ever had before, 
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Want a profit in the fun market? TV set (see arrow) /ures trattic during major 
sporting events at Buhne Hardware, Eureka, Calif. 


, a Swapping pays off .*.. 

NEW — en colli ee ae ee eee 

OUT BOARDS An lowa dealer thought he ought to be selling more ice skates. His prices 
and selection were competitive. Someone suggested trading, and he tried it. 

$3.50 








The dealer began promoting a used skate department, allowing 50¢ to 
a pair for old skates in trade toward a new pair. Skate sales climbed at once, 





and the dealer found profit in two ways. 
First, the dealer learned that an average of $1 invested in new laces, sharp- 
ening, and polishing made the old skates resalable at a profit. 
Second, he was showing more sales and turnover in new skates. 
This idea has application to outboard motors, bicycles, golf clubs, guns, and 


all other repairable sporting items. 
To start a swap department you’ll have to check thoroughly on average repair 








costs, resale potential, and resale values. 
Swapping, done fairly and promoted well, is certain to increase your traffic. 


Customers like entertainment .. . 
marksmen 


Every town has outstanding sportsmen—hunters, fly 


casters, 
Usually, a little money or the promise of free pub- 





who are well known locally. 
licity can lure these people into demonstrating their skills as part of your two 


or three day promotion. 
If you’re a city dealer, it will pay you to hire a big league ballplayer or cham- 
pion fly caster to highlight your promotion. 
Often major manufacturers of sporting goods have well known athletes on 
the payroll as public relations’ men. They are available, usually at no charge, 
if you write far enough in advance of sale time. 


When you promote a champion’s skill as part of your sales campaign, you have 
Every man and boy in town will visit you to watch 








a guarantee of bonus traffic. 
Bob Feller autograph baseballs or see Ted Williams demonstrate fly casting. 


That takes care of traflic, and traffic means sales. 
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What lines sell best 


Here are lists of sporting goods lines featured in mail order house 
catalogs showing importance based on the amount of space given to 


each line. You can check your stock list, and amount of attention 


given your lines with these national sporting goods merchandisers 


HUNTING 


78 «© HARDWARE AGE, March 26, 1959 





| 


Want a profit from the fun market? Know your merchandise, know when to stock up. 


What will you stock to keep up with the de- 
mand in the growing fun market? 

This is a tough question, when you consider 
the widely varying demands created by climate. 
Answers will have to be on a broad, national 
scale. 

To get some basic ideas on overall demand for 
key lines in sporting goods, HARDWARE AGE re- 
searched mail order catalogs of some leading 
chains. These catalogs are generally considered 
to be an accurate appraisal of product demand. 

This research of recent catalogs disclosed 
sporting goods’ relative importance in the over- 
all hardware picture of these mail order houses, 
while providing evidence of popularity of basic 
lines in Summer and winter merchandising. 

The facts gleaned from this research will help 
you decide how important sporting lines are in 
general. You’ll see what lines are most impor- 
tant, profitwise, to each other, and when they 
are most popular. 

Of the catalogs researched . . 


@ The average number of pages of merchan- 
dise offered in all lines ranged from 1200 to 
1500, depending upon season. 


@ Winter catalogs are thicker than summer 
editions by just more than 10 percent. 


@ The average winter catalog has about 550 
pages of hard lines, just over one-third the total. 


@ Of these 550 pages of hard lines, about 150 
pages contain items not found in average hard- 
ware stores such as musical instruments, office 
furniture. 


@® This leaves about 400 pages of the kinds of 
lines found in stores like yours. 


@ Of this 400 pages, more than 40 are given 
over to sporting lines of all types. 


@ These 40+ pages give an estimate that the 
big mail order houses consider sporting goods 
to be worth more than 10 percent of total sales 
of all lines broadly classed as hardware in your 
store (including lines like dinettes, unpainted 
furniture, major appliances, giftwares, etc.). 


In breaking down summer catalogs, sporting 
goods take on even more importance as a key 
hardware line. 

Here, briefly, is the comparison: 


@ Summer catalogs are smaller than winter, 
by some 10 percent. The winter catalog of 1500 
pages becomes about 1350 pages. 
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What lines sell best 


(Continued | 


@® Of this 1350 pages, an average of 500 pages 
are in hard lines. 


@ Of the 500 in hard lines, an average of 400 
pages are in hardware store merchandise. 


@® Of the 400 pages of products that could be 
found in a good, average hardware store, more 


than 50 pages are given to sporting goods, 


@® These 50+ pages, in total comparisons to 
(ther hardware lines, represent about 12% per- 
cent of total value. This means that in summer 
sporting goods’ importance rises just 25 per- 
cent over winter. 

You can gage the importance of various sport- 
ing lines by the amount of space each line gets 
in a summer or winter catalog. Fishing equip- 
ment dwindles while hunting goods rise in 
winter. The reverse is true in summer. 

In researching mail order catalogs for more 
information concerning the importance of items 
and lines, some interesting comparisons 
drawn. Those comparisons follow in chart form. 


were 


Lse them as a guide for merchandise selections 
and promotions in the future, 





start with kev lines. then 
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Here is a way to check up on your basic stock list in sporting goods, in 
the amount of selling space you allot the sporting goods section, and 
the amount you spend on advertising and promotion. Following are 
the lines featured in mail order house catalogs arranged according to 
the amount of space given each line. Lines at the top of each list 
received the most space. For example, rods and reels get 10 pages in 
a summer catalog (top of list) while lines at bottom of list receive about 
one-tenth page. You can rate the importance you place on each line 


with the following lists. 


Fall and winter catalogs 


Shotguns, rifles, airguns, scopes 
Gun ammunition, accessories 
Skis, clothing, accessories 
Tents and tarps 

Racing bicycles 

Jugs, chests, kits, folding tables 
Football equipment 

Bedding, folding cots 

Car racks 

Trapping supplies 

Lanterns, flashlights 

Boats 

Outboard motors, accessories 
Rods and reels 

Fishing accessories, boots 
Bowling shoes, clothing 
Basketballs, accessories 

Boxing equipment, weights 

Ice skating equipment 

Roller skating equipment 
Tennis equipment 

Golf equipment 

Table tennis equipment 

Camp stoves 

Archery equipment 

Baseball equipment 

Badminton equipment 

Bowling bags 

Horseshoes, shuffleboard equipment 


Volleyball, soccer equipment 


Spring and summer catalogs 


Rods and reels 

Boats 

Fishing boots, clothing, accessories 
Tents and tarps 

Shotguns, rifles, airguns, scopes 
Outboard motors, accessories 
Baseball equipment 

Golf equipment 

Marine hardware and supplies 
Gun ammunition, accessories 
Jugs, chests, kits, folding tables 
Bedding, folding cots 

Car racks 

Basketballs, accessories 

Racing bicycles 

Lanterns, flashlights 

Tennis equipment 

Badminton equipment 

Water skis, sin diving 

Life preservers 

Table tennis equipment 
Archery equipment 

Boxing equipment, weights 
Croquet equipment 

Camp stoves 

Horseshoes, shuffleboard equipment 


Volleyball, soccer equipment 
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Pleasure-bound customers are in a mood to be sold. Do it with tie-ins. 
Train your sales people to think one jump head—to sell the customer’ s 


basic needs and to think of related merchandise so you can... 





Sell tie-ins and boost your fun 








The fun market for sporting goods owes much 
of its recent enormous growth to impulsive 
buying. 

There aren’t many weekend hunters and 
plinkers who really need six or eight guns. Yet, 
this is a fairly common collection. A _ profes- 
sional hunter can get along nicely with 
three guns. 

The reason customers buy more than they 
need is partly a desire to impress their friends 
and partly because they are exposed to more 
merchandise through modern packaging and 
display. 

Sportsmen, also, tend to buy better quality 
than they can afford. They may skimp on 
clothing or furniture and splurge on a new gun, 
rod, or outboard motor. 

Tie-in sales and impulse sales mean about the 
same thing: Getting the customer to buy some- 
thing he hadn’t planned to buy. 

Supermarkets, chains, and department stores 
owe 50 to 70 percent of their sales to tie-in and 
impulse purchases. Planned purchases are in a 
minority. These stores go all out in using im- 
pressive window displays, spot impulse dis- 
plays, compelling signs, related stock arrange- 
ments, and suggestion selling. 
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These are things any store can improve upon, 
regardless of size and personnel. 

Suggestion selling is nothing more than a 
good habit that has to be learned. Good signs 
and displays can be neatly and effectively home- 
made if you can’t afford to have professional 
help. 

A good salesman knows the value of tie-ins, 
especially in sporting goods where the value of 
tie-ins can exceed the basic purchase. A good 
salesman has two objectives for every customer 
that comes into view: 


@® Sell the basic items requested or examined 
by the customer. 


@ Sell the need for related accessories to in- 
crease the usefulness of the basic item. 


You’ll sell more batteries with each flashlight 
if you suggest that a replacement is handy to 
have at the hunting camp, far from stores. This 
kind of suggestion selling is also logical when 
you're selling refills for lanterns and cook- 
stoves. 

You'll sell more golf balls if you mention that 
spare balls could cost more on the links. You 

















market volume 


will sell more horns, lights, and life preservers to 
boat lovers if you mention that a storm can turn 
the bay or lake into a dangerous body of water. 

You have to do more than just mention items 
to raise your tie-in rate. You have to create 
desire by subtly explaining why the tie-ins have 
value that the customer might not think about. 

Racing bikes tempt thieves, so you suggest 
a good padlock. 

Hunting can be a dangerous business, so you 
suggest a red cap and jacket. 

A snagged fishing line can cost a trip all the 
way back to town, so you suggest a spare line. 

Every item in your sports section serves a 
particular need. Sell the need, instead of the 
item. 

As you wait on the trade, think ahead of what 
you are selling at any moment to the next thing 
the customer would need to make his sport 
safer, more accurate, more fun. 

Then begin to explain how the tie-in fills a 
need. Your customers will find it difficult to 
ignore a logical argument for safety or con- 
venience, 

In the adjoining column there is a tie-in sales 
tool. The list shows basic needs that bring cus- 
tomers to your sports section, plus related tie- 
ins your sales people can suggest. 





How to make tie-in sales 


When a customer asks for a basic item 
listed on the left below, suggest one 
or more of the related items listed on 
the right. 


Customers ask for 
a basic item: 


Suggest these 
tie-in items 


Shotgun .........Red hat—decoys, birdcalls—gloves 

er Scope—cleaning kit—carrying case 

a a tenn ten Holster—targets—sunglasses 

Ammunition ...... Cartridge belt—targets—cleaners, 
patches 

Snow skis ........ Sunglasses—gloves—ski poles—wax 

Water skis ....... Life preserver—ski rope—boat sup- 
plies 

ee Rope—pegs—lantern—sleeping bag 
—stove 


Racing bicycle 
Jug, ice chest 


.Padlock—safety light—speedometer 
Canned refrigerants—flatware— 


tableware 
Folding table, 
Cs eeu wewns Jug—chest—stove—utensils 
Football, padding. Sweatshirt—sox—air pump—sup- 
porter 


Bedding, cot .Air mattress, pillow—hand, feet 
warmer—lantern 


Trapping supplies. . Lantern—flashlight—knife—compass 


—hatchet 

Lantern, flashlight. Fuel—batteries—camping gear 

Boat ............Marine hardware—life preserver— 
stove—cookware 

Outboard motor ..Spare fuel can—rack—life preserver 

Rod, reel _....Knife—spare line, hooks, etc.—bait 
box 

Bowling ball, bag Wrist strap—sox—rosin 

Basketball ._.... Air pump—sweatshirt—supporter 

Boxing bag, gloves. Hand power grip—weights—sweat- 
shirt 

Ice skates ...... Blade guard—hockey stick—sox 

Roller skates ..... Skate bag—sox—polish 

Tennis racquet, 

balls ......... . Clamp—sweatshirt—hood—sox 


Golf clubs, balls... Cart—tees—sunglasses 
Camp stove ..... Fuel refill—cookware—tableware— 
fire extinguisher 


Archery set ...... Spare bowstring—quiver—arm shield 
—targets 
Baseball, glove, 
bat, ball... .. . . Glove oil—sox—supporter-—sun- 
glasses 


Marine hardware. . Paints—waxes—polishes—life pre- 
server—fasteners 
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How to get a full profit 


Carry full assortments where they can be seen 


Concentrate on displays and promotions 


Know vour merchandise 


Be active In every season 


. . . in the fall, winter A 





Full assortments and clean, in- 
teresting displays are basic to 
a profitable gun section. Preci- 
sion merchandise demands pre- 
cision in arrangement. A sloppy 
gun department will never do 
much business. 
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u 
Let outside display areas, such as this door 


way, do a selling job for key warm weather 
lines. 


. .. IN spring, summer A 


If you want to sell fishing equip 
ment youve got to plan on 
mass displays. A skimpy selec 
tion will send your trade to 
the nearest discounter. Nearby 
tie-in displays of related items 
can double your sales potential. 








A couple of smal! boats will start an endless 
stream of traffic in your direction. Besides 
marines sales, you'll build trade for all other 
departments. Inside or outside, boats build 
traffic. If you can't stock them, display them 
for a boat distributor. 
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How to get a full profit 


(Continued ) 


... all year A 


Golf is fast becoming a year 
round sport in all but the cold- 
est areas. Dealers who can 
afford the display area and 
stock investment will get new 
and repeat traffic every month, 
from veteran golfers and gift 
buyers. A profitable line with 
dozens of tie-in items, but prod 
uct knowledge is the key to big 
unit sales. 
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Participation sports are in the 
spotlight. Most newer homes 
have a family recreation room, 
and the growing family fun idea 
has led to record sales of 
game-sports such as croquet 
badminton and table tennis. A 
big gift potential exists for 
these lines too. 
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There are seven million boats now and the 
number's skyrocketing. More money is spent ook | : aren’ 
on boating than any other sport, but you'll ~~ EN — % & ag % 4699 
need complete assortments of marine hard- nm. ' , ‘ he 
, paints, and lies t iId be ) . 
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. . . in the fastest growing market A 








There are more than 600 items avail- 
able for sale in the marine hardware 
line. Know the best lines for your 
store by consulting your wholesaler. 
Full, wide variety in displays, and 
concentration on specialized product 
knowledge are rewarded with gen- 
erous protits. 
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The magic words that 


melt sales resistance ... 


Budget terms 


The fun market is a credit market. 

Average prices in a number of the key sport- 
ing lines range in the $20 to $50 bracket so 
credit makes for powerful sales persuasion. 

Imagine yourself as a customer for just a 
moment, listening to these two sales talks: 

(1) “That outboard motor is on sale, reduced 
from last year’s $129.95 to only $100. Some 
saving, eh?” 

(2) “You can take that outboard motor home 
with you for just $10 down, and small monthly 
payments to suit your budget. Besides that, it’s 
on sale, reduced $29.95, to $100.” 

The salesman who speaks of “only $100” 
hasn’t thought that this amount of money is a 
formidable chunk of cash to the average cus- 
tomer. On the other hand, the salesman who 
can offer credit, asking only $10 in cash, has 
100 times the opportunity to make a sale. 

Bbudget-wrecking purchases build a mental 
block in the minds of potential buyers. The 
desire is there, but the cash isn’t. It may be 
vears before the customer has managed to 
scrimp and save to buy the motor he wants. As 
a rule, this customer is going to read another 
store’s ad offering credit, and buy elsewhere. 

The customer who can’t afford cash can afford 
to make modest instalment payments. It is the 
way of the missile-age economy. Dealers who 
insist on cash, and who have the resources or 
bank connections for credit are losing sales 
and profit in large amounts. 
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This is no dreamy philosophy. It is fact, 
backed up by research. For example, the most 
recent National Retail Hardware Assn. reports 
give these rosy figures about credit stores (re- 
volving or instalment credit) versus non-credit 


dealers: 


Kact No. 1 

Reporting NRHA stores offering credit had 
average sales of $144,920. The non-credit 
dealers reported an average of $107,940. Dif- 
ference in gross sales, nearly $37,000. 


Fact No. 2 

The big payoff in credit selling is found in 
the profit statement. Percentagewise, NRHA’s 
credit-minded dealers had 11 percent more 
profit than non-credit dealers, with a remark- 
able figure of 99 percent higher dollar profits. 


If you are on the fence about a credit de- 
cision, it will pay you to make that decision 
before much more time passes. The spring 
credit peak is nearly here for sporting goods. 

Revolving credit is fast surpassing straight 
instalment sales and 30-day charges as the most 
popular time-pay plan for dealers. Besides 
assuring an immediate increase in total sport- 
ing goods’ sales volume, revolving credit will 
bring you: 


@® Service charges that pay for credit mainte- 














nance and bookkeeping, while showing a profit 
on their own. 


@ Repeat traffic as customers come in to make 
payments on accounts. 


@® More tie-in and step-up sales, for customer 
resistance to higher prices is lowered. 


@® Less competition from discounters. Custom- 
ers who can afford to pay cash for everything 
often shop discounters in search of bargains. 


@® Constantly renewing sales potential, as cus- 
tomers pay off old balances. 


Starting a revolving credit or instalment sales 
program means one of two decisions: 
First, you must be prepared to take on a 


capital investment that will be as large as you 
want to make it. The more accounts you en- 
courage, the bigger your investment will be. 

At the least, your investment will be consid- 
erable. Fifty accounts of an average of $50 
each means you'll have $2500 out of circulation 
until payments start coming in. 

second, you may want to sell your credit 
paper to a bank or finance company. This trans- 
action will cost you a discount of about 6 per- 
cent, but it’s worth it to build increased sales. 

Many lending agencies will return you a 
yearly rebate based upon your credit volume, so 
your discount figure nets out to less and less 
as you increase sales. 

When you handle your own credit paper, col. 
lections and bookkeeping are your problem. 
Service charges make this worthwhile. 


How to find your credit potential 


SIDE OF CAR 





ys. Mi posTast 3S 
ae? cont 


D 1s FOR ADDF 





Dear Customer: 





Smith Hardware is thinking of starting a revolving credit 
program to help favored customers like you buy more 


conveniently. Our idea is to let you set your own credit 
limit, then buy anything from fishhooks to an outboard 

motor on small monthly payments. This card does not 
obligate you in anyway. We merely want to know if a 
revolving credit plan is something you might use in our 


store, Will you favor us with a reply on this card ? 
Thank you, 


Are you interested ? Yes No. 


Your name 





Your address 








Many dealers don't know how many of their regular cash customers, or 30- 
day charge accourts, are interested in revolving credit. Here's a low cost 
way to find out. Type up post cards, mimeograph them, or write them in 
longhand, like the sample. Such a card asks your mailing list customers 
if they are interested in credit terms. If you have 500 mailing list names, 
this idea will cost you less than $20 to test. You'll probably be pleasantly 
surprised by the number of cash customers who want credit. This idea lets 
you find out where you stand without obligating you to start a credit 


program. 
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SPORTING (HARDWARE AGE 





GOODS 
MERCHANDISING GUIDE 


Don’t let discounters slow you down 


Discounters are here to stay, you can’t ignore 


them or underestimate them. Instead you must 


compete by promoting the things they cannot. 


Discounters have made a fairly deep penetra- 
tion into the sporting goods market. In the aver- 
age big discount house you’ll find a modest selec- 
tion of: 

Shotguns, rifles, ammunition; 

Rods, reels; 

Key camping items; 

Golf sets; 

Bicycles ; 

Outboard motors. 

Why are these items doing so well in the big 
discount house? They represent the cream of 
the crop in sporting goods. They are the big- 
ticket items that turn faster than average in 
season. 

Assortments and variety in discount houses 
vary in direct proportion to the size of the 
stores. Big discounters have ample selections. 
Small discounters have barely representative 
sports lines assortments. 

It would be foolish to say that the average 
discount house is not hurting hardware dealers 
in sporting lines. It’s also foolish to think you 
can compete, pricewise. 

But most chain outlets and most hardware 
dealers are still showing sales gains in yearly 
sporting goods’ sales. There are three principal 
reasons why, in the face of rough and tumble 
competition: 
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(1) Practicing sportsmen depend on _ hard- 
ware and sporting goods specialty stores for 
one-stop shopping of widely assorted basic needs. 
They are fussy about good selection, as opposed 
to the average discounter’s few handpicked guns, 
rods, or golf clubs. 


(2) Population has been growing by 2 to 3 
million a year for many years. There are many 
more customers to be served, some 26 million 

1iore just since 1950. It is natural that new 
outlets should spring up to serve steadily in- 
creasing numbers. 


(3) Factors in the economy favor a boom in 
sports sales. 

The length of the work week has dropped 
since World War II, and average income is 
higher. More folks are living to be older and 
to enjoy more leisure time. Because of auto- 
mobiles, family fun activity grows steadily as 
source of sporting goods’ income. 


Mr. Average Consumer spends a fairly static 
4 percent of gross income on recreation each 
year. Based on the remarkable population ex- 
plosion, this means that the $900,000,000 recrea- 
tion market of 1950 has zoned to more than $2 
billion in less than 10 years. 





Want profit from the fun market? Good selections and displays of related items give you an advantage over discount 
house competition. 


To sum up, discount competition in sporting 
lines is based on a fairly natural distribution 
of a greatly expanded spendable income. 

The discount house is here to stay. It won’t 
put you out of business if you learn to exploit 
your advantages. 

First, you must consider that the competitive 
strength of discounters has weakened consider- 
ably in the last 10 years. The plain-pipe-rack 
discounter has had to streamline his store, in- 
stall expensive fixtures, and spend more money 
all around that has increased sales expenses. 

This means that discounters have had to boost 
operating costs and operating margins. Briefly, 
there are still plenty of bargains to be had, but 
seldom the bone-chilling prices that forced deal- 
ers to close out lines a few years ago. 

Remembering these things, you’d do well to 
visit several nearby discounters. Learn how 
deeply they have penetrated into your sporting 
goods’ lines. Find out if, and where, you’re be- 
ing swamped. 

The problem may be less than you imagine. 

For example, a key Pennsylvania catalog dis- 
counter offers some 500 pages of merchandise 
which customers can order and pickup at a 
central location, or have delivered at extra cost. 
Of these 500 pages, less than one page is devoted 
to guns. In comparison, there are some 20 pages 





of luggage and 3 pages of tape recorders. 

If you face a bad competitive problem, con- 
sider merchandising other name brand lines. 
You can’t promote Brand A’s $65-list shotgun at 
$49.95 to match a discounter’s price. Your best 
bet is to push Brand B’s $55 model. 

Your Brand B model is still higher priced 
than Brand A at the discount house. How do 
you explain this to your trade? 

Such explanations are not usually necessary, 
but the answer lies in quality, services, and in- 
tegrity. Your customers don’t come to you ex- 
pecting to find prices on the identical level of 
discounters. 

Most of them come because your store is 
nearby, and has a reputation for integrity, ser- 
vices, wide variety, product knowledge, 
permanance in the neighborhood. 

You don’t push seconds, as many discounters 
do. 

You don’t refuse exchanges and adjustments, 
as many discounters do. 

You don’t hope to make up for loss leaders 
with poor quality, unbranded tie-in lines, as 
many discounters do. 

You’ll be in the same location 20 years from 
now, and many discounters won't. 

You have mighty advantages, but you have to 
learn to exploit them. 


and 


HARDWARE AGE, March 26, 1959 © 9! 














' o4 
0S6| Wout Yymosb uoljynjndod ui abojue2sed ayy uMOYs aADy 40U4 sensiieiiall aie 
49 000001 4° S$ex4DW |4D Pays) SaiyidD SYyy Zsuoiyowosd puD syuaw4sossD Buijsods 
JNOA ul papayas siuy Ss] ZDaID Uymosb woog D ul NOA aiy “4ax1DW UN} auy SaOp os 
‘$9SD949U! UOI¥DjIndod e4a4yAA “poe Buipunwwor D aaDdy aaogD payybiyods spain aut 
#nq ‘Asjunod siyy ul auaymAsaao ynogo j4sni OSDaIDUI BY} UO Si UOIZOjndod un} au; 


auizoBbo-w api :e21N0S 


‘Ipinsy yaysDpX 49Y81/qNY 2 JOupT :se4nTy uoynndod goG{ 404 224n0g “SOET Aq IsDI42UI worjnjndox! 


a - 
a8ojua2sad jsajo0s12 Jurmoys (snsuay OSGI) 4290 Pur OOO'OOT {9 ssaysDuE 49002 sasndig, 0T+ 


%61 + 
% GT + 
% FE + 





ovwns 
' 86+ 





~werw 
————o 
_ az 
_—_= O=t ke man Loh | 

















. 


+. 0Nwe «wos 





} - wee 





uostTpeyew 
NISNODSIM 


ayouRreoy 

yi Nows}J0Og 

YTOJAON 
VINIOMIA 


AWD ayery Wes 
HViN 


%IZ+""" uosnopy 

WIZ+ wed (Fg 

%9Z + 09B MAM 

% 9Z + omoyuy ues 

BLZ+ Urysny 

% BT + YuOM Ww 

% 67 + ' SFT[ed 

% 0F + yuOUTN BIg 

% 9F + ystuys sndioa 

BF + qI0qqn’T 
SVXaL 

LT + eiquinfo) 


VNITOAVD HLINOS 


ay 


VINVATASNNGd 


Gar. es(nL 
VYWOHVTNO 


Chr! ‘ nquimnyo-) 
OI1HO 


FI + OT eYD 
YNITOSYD HLJON 


or. pues; Zuoy 
WHOA MIN 


anbsuanbnary 


ODIXIW MIN 


UO Ua." | 


AIS83f MIN 


- 7 rr 
Os PI + ijoour'y 


VS VaEIN 


m8t+ uosyoer 


iddISSISSIW 


60+ 


% OZ + 


of + 


87+ 


% 91 + 
OT + 
"561 + 


“6 bI + 


%eST + 
%@ 97 + 
1097 + 
%Cf + 


Woleq 
NVSIHDIW 


yrodararys 
Inoy “unjeg 


VNVISINO) 


ey 
SVSNYV™ 


puouwrwerzy 
7 * ATR 
ITIASUPAT 


VNVIGNI 


IwWoOLy 
-PUPTST HOO}! 


SIONITI 


atTAuosyoer 
edwey 

rwerW 
Jingsiaiag 1S 


vaisold 
laAUIC 


IGVIO10>S 


TOUR, URS 
sor uRS 
}uUsWIBTIeS 
pueTHeO 
PUIPPSP | 

\a[ ax 1ag 
rid 

yaeag sucvry 
puow ly 


} 
J31J PS 


VINSOITVSD 


Kia NET 


VNOZI8V 


mee 
4 * 


vVwveviv 


SLIDIUVW DNIMOND LSALSV4 OS S.AVGOL 





> di, di, di, ate, ate 


Want more facts? Circle 144, p. 111 > 





(le ee ie cee ie ee ee, ee, ee 


92 © HARDWARE ACE, March 26, 1959 





Qype 


—— 








the ATLAS 


walnut 


(except No 


back. (No. 


—_ — ee 





The 
with 


long 


(Driver, 
Spoon, Cl 
5 Wood) 


(Driver, 


(Driver, 
Spoon) 
individual 
clubs 


whose kick’’ 
favorite. Finally, 
in rib 


95. 


Set of 5 ATLAS 95 (Driver, 
Set of 4 ATLAS 95 (Driver, 


Set of 3 ATLAS 95 
(Driver, Brassie, Spoon) 
$82.50 
Individual ATLAS 95 
clubs $27.50 





i a 


__ a - 


VENUS 65 LADIES’ WOODS 


line of 


with 


grooved and perforated 
VENUS 65 available also 


Set of 5 VENUS 65 


Brassie, 
eek, No. 
$107.50 


Set of 4 VENUS 65 


Brassie, 


Spoon, Cleek) $86.00 
Set of 3 VENUS 65 


Brassie, 
$64.50 
VENUS 65 
$21.50 


excellent 
the introduction of VENUS 65- 
Of generous size, 


ATLAS 95 MEN’S WOODS 


The look and the feel of power are recognized instantly in 
It's one of those unusual models that excite 
in a golfer a feeling of tremendous confidence. 
choice air-seasoned genuine Persimmon, 
signed head of ATLAS 95 is large with a deep face. Fabulous 
beauty teams up with unequaled strength in the lustrous French 
finish embellished by 
5 wood which has 
tempered fibre face insert with colorful panel inlay. 
ATLAS 95 is True Temper's famous Rocket Step-down shaft, 
and action have established 
there is the popular Rib Guide grip (built- 
running down back) of selected 
brown leather — spiral grooved and perforated. 
ATLAS 95 available also 


in 


.. 


PERSIMMON HEADS @® Known throughout the ages for its rare qualities 
of hardness, strength, and surpassing beauty, genuine Persimmon — the 
American Ebony — is the proven wood for the finest of all golf clubs. 
And nowhere else are the attributes of genuine Persimmon so skillfully 
enhanced as in Grand Slams, 


~~, 


medium deep face, 


VENUS 65 has a rich Persian orange finish, 


black panel inlays. The No. 5 wood has a brass back 
The shaft is of True Temper's famous Meteor Step-down Ladies pattern 
Coral-'olored fine leather grip with built-in Rib Guide feature—spiral- 


left-hand, but 
5 wood not available in left-hand.) 


Brassie, Spoon, Cleek, No. 5) 
Brassie, 


© oe 


Ladies 


in left-hand 


































—- RI gE 


Turned from 
the gracefully de- 


the handsome plastic back 
brass back) and pressure- 
In the 


it as an all-time 
two-tone black and 


without plastic 


$137.50 


Spoon, Cleek) $110.00 


— > or, — SS 


by craftsmen renowned in their trade. 


Summ ~ -_ ~ -—~- ——- 


is further enhanced 
looks and for playability 
the genuine Persimmon head of 
white face insert with red and 


Grand Slam woods 
-an ideal in 


ved armraind — ‘ 





lee Oe 
Putter) 


(2, 


Individual 
clubs (2, 


Strong, 
tial 
liance of 


The shaft 
Coral-colo 





Set of 9 VENUS 60 


Set of 8 VENUS 60 
3 


5, 6, 7, 8, 9, 
$130.50 
5, 6, 7, 8, 9) 
$116 00 


Set of 5 VENUS 60 
(3, 5, 7, 9, Putter) $72.50 


VENUS 60 
s 4 %, @, 


VENUS 60 LADIES’ IRONS 


and handsomely styled, VENUS 60 combines all the qualities essen- 


to a truly fine iron. The head, adorned in the clean, 


8, 9, putter, wedge) $14. 36 


LEVELUME plating, 


is 
red fine 


~~ 


designed to get the ball up quickly and on its way. 
of True Temper's 
leather 
grooved and perforated. 

VENUS 60 available also in left-hand — with concave Arch Flange. 


pe 


—————._ 


grip with built-in Rib Guide feature — spiral- 












mirror-like bril- 


has the new heavy Crescent Flange back — 


famous Meteor Step-down Ladies’ pattern. 


GRAND 
SLAM 






a mee 


ATLAS 90 
MEN’S IRONS 


Set of 9 ATLAS 90 (2, 3, 4, 
5. 6, 7, 8, 9, Putter)..$189.00 
Set of 8 ATLAS 90 (2, 3, 4, 
5, 6, 7, 8, 9) $168 00 





Set of 5 ATLAS 90 (3, 5, 7, 

9, Putter) $105.00 

Individual ATLAS 90 clubs 

i. we oe ae oe Oe ve eee 

Putter, Pitching Wedge, Wedge) — 
$21.00 

Brand new for 1959, ATLAS is already acclaimed a sen 

sation in modern iron club designing; an irresistible 

club—and one which will make you love to play your irons 


The stainless head of ATLAS features center power weight concentration (tra 
ditional in top Grand Slam irons) in an artful design that promises to 
become famous as the power-behind-the-bal! oval. Comparatively low in the 
heel and high at the toe, the Atlas blade is today’s sharp-looking concept 
of the long-popular old Scotch-type blade 

In the ATLAS 90 is True Temper's famous Rocket Step-down shaft, 
‘‘kick’’ and action have established it as an all-time favorite. Finally, there 
is the popular Rib Guide grip (built-in rib running down back) of selected 
two-tone black and brown leather—spiral grooved ond perforated 

ATLAS 90 available also in left-hand, but with LEVELUME chrome-plated 
heads—not stainless—ond concave Arch Flange back 


ATLAS 90C MEN’S IRONS 


to ATLAS 90 except heads are forged 
steel—not stainless—and LEVELUME plated 


whose 


Identical 
carbon 


from fine 


Set of 9 ATLAS 90C (2, 3, 4. 5, 6, 7. 8, 9. Putter) $171.00 =— 
Set of 8 ATLAS 90C (2, 3, 4, 5, 6, 7, 8, 9) $152.00 \ = 
Set of 5 ATLAS 90C (3, 5, 7, 9, Putter) $95.00 = 
Individual ATLAS 90C clubs (1, 2, 3, 4, 5, 6, 7, 8, 9 

tter, Pitching Wedge, Wedge) $19.00 
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is TOUGH! — It resists scuffing, scratching, and denting ® 
RESILIENT! — It has the right ‘‘spring’’ and ‘‘feel’’ 
EASY TO CLEAN ©®@ Stainless heads are SOLID 
chip, rust or pit. . 


stainless! 
can always be te- -polished to new- 


THOR 85 MEN’S WOODS 


of all wood club models The 
THOR 85, with smooth edges and flowing 
of modern design at best Adorning 
hardness of genuine Persimmon the 
keystone-shaped, white insert 











One of the most beautiful 
powerful head of 
splendid example 
beauty and ivory 
orange finish and 
black panel inlays. Right hand only 
Meteor Step-down pattern 


Rib Guide feature — 


ifs 
Ss 
fibre face 


Coral-colored fine leather 
spiral grooved and perforated 


Set of 5 THOR 85 
(Driver, Brassie, 
Spoon, Cleek, No. 5) 
$107.50 
Set of 4 THOR 85 
(Driver, Brassie, 
Spoon, Cleek) $86.00 
Set of 3 THOR 85 


(Driver, Brassie, 

Spoon) $64.50 
Individual THOR 85 
clubs $21.50 











ee 


HILLERICH & BRADSBY COMPANY, 





Set of 9 THOR 80 (2, 
~~ & && 2%. & 
Putter) $130.50 
Set of 8 THOR 80 (2, 3, 
4, 5, 6, 7, 8, 9) 
$116.00 
aa af 5 THOR 80 (3, 5 
, 9, Putter) $72 50 
Be iduval THOR 80 
clubs (1, 2, 3, 4, 5, 6, 
7, 8, 9, Putter, Wedge) 
$14.50 


THOR 80 MEN’S IRONS 


THOR is an eye-catching iron club beauty, comparable in looks to 
the costliest irons made. The head, adorned in the clean, mirror-like 
brilliance of LEVELUME plating, has the new heavy Crescent Flange 
back—designed to get the ball up quickly and on its way. 

The shaft is of True Temper's famous Meteor Step-down pattern 
Coral-colored fine leather grip with built-in Rib Guide feature— 
spiral grooved and perforated. Right hand only 
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INC., LOUISVILLE, KENTUCKY 


Made by the Makers of Famous Louisville Slugger Bats 


STAINLESS 
STEEL 


—— ee er 


ENDURO STAINLESS STEEL is ‘‘the premier metal for iron golf heads"’ 
® Stainless is STRONG! — Stronger than ordinary steel © Stainless steel 


® Stainless steel is 


striking Persian 
wi 
The shoft is of True Temper's famous 
grip with built-in 


HEADS 


ee eee 








Stainless is 


They won't 


-like finish. : 


deep -faced, 
lines, a 
the ageless 


1s 


th red and 












































































































































JUNIOR OUTFIT 


The Junior Outfit contains Brassie, No. 2 iron, 
No. 5 iron, Putter, and Junior bag. No other 
combination of Junior items is available in this 
outfit 


JUNIOR OUTFIT $44.00 


JUNIOR GRAND SLAMS 


Junior Grand Slams, described below, are not 
toys —— they are of excellent quality and con- 
struction and ore designed especially to meet the 
particular requirements of young boy and girl 
golfers. RIGHT HAND ONLY 

Genuine Persimmon head of medium size and 
depth. Attractive Mahogany metallic finish with 
white keystone face insert True Temper's Star 
Maker shaft with red Rib Lock grip. 


Set of 3 JUNIOR WOODS (Driver 39”, 
38'.”, Spoon 38”) 


individual JUNIOR WOOD clubs 


Brassie 


$39.00 
13.00 


Heads forged from carbon steel with Pyramid 
Fiange back and Levelume chrome-plated. True 
Temper's Star Maker shaft with Rib Lock grip 
Set of 5 JUNIOR IRONS (2-35'/2"; 5-34”; 7-33"; 
9-322"; Putter-31 2”) $45.00 
individual JUNIOR IRONS clubs 9.00 


—_—— 
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MODELS AVAILABLE IN LEFT-HAND @ 
Men's woo models ATLAS 95 and 
MARS 75 and Ladies’ wood model 
VENUS 65 are available in left-hand. 
Men's iron model ATLAS 90 in left- 
hand has carbon stee! head—not stain- 
less—with concave Arch Flange back, 
as does Ladies’ iron model VENUS 60. 
Men's model MARS 70 has wide straight 
flange back. 





i 





LENGTHS OF ALL MODELS © Men's 
woods based on 42'/,” and 43” driver, 
except MARS 75 and left hand woods, 
which are available in 43” only. Ladies’ 
woods are based on 41'/,” driver. Men's 
irons match 381,” No. 2 iron. Ladies’ 
irons match 371.” No. 2 iron. 








RIB GUIDE GRIPS © The grips of all 
Grand Slam woods and irons have the 
popular RIB GUIDE built in. This very 
useful feature — oa rib that runs down 
the back of the grip — has a comfort- 
able feel and helps to guide the hands 
and fingers into proper gripping position. 





MARS 75 MEN’S WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong head of 
MARS 75 has an attractive Mahogany metallic finish with pressure-tempered 
red fibre face insert. Equipped with the Century shaft by True Temper and 
two-tone red and black leather Rib Guide grip with spiral groove and 
perforations 

MARS 75 available also in left-hand 


Set of 4 MARS 75 (Driver, 
Set of 3 MARS 75 (Driver, 
Individual MARS 75 


Brassie, Spoon, Cleek) 


$60.00 
45.00 
15.00 


Spoon) 


~@ 


A sterling performer, MARS has strength, durability, and good looks at a 
very reasonable cost. LEVELUME plated, the head has the conservative and 
sound Arch Flange back, where the weight is center powered Equipped with 
the Century shaft by True Temper and two-tone red and black leather grip 
spiral grooved and perforated 
MARS 70 available also in left-hand 


Brassie 


clubs 


MARS 70 MEN’S IRONS 


with wide, straight flange back 


Set of 9 MARS 70 (2, 3, 4, 5, 6, 7, 8, 9, Putter) 

Set of 8 MARS 70 (2, 3, 4, 5, 6, 7, 8, 9) 

Set of 5 MARS 70 (3, 5, 7, 9, Putter) 

individual MARS 70 clubs (2, 3, 4, 5, 6, 7, 8, 9, Putter, 


$90.00 
80.00 
50.00 


Wedge) 10.00 


TROY 55 LADIES’ WOODS 


Turned from genuine air-seasoned Pers 
has an attractive Mahogany 
insert 


mmon, the large, strong head of TROY 
finish with pressure-tempered red fibre face 
Equipped with the Century shaft Ladies pattern by True Temper and 


two-tone red and black leather Rib Guide grip with spiral groove and perforations 


mera 


Set of 4 TROY 55 (Driver, 
Set of 3 TROY 55 (Driver, 
Individual TROY 55 


Brassie, Spoon, Cleek 


$60.00 
45.00 
15.00 


Brassie, Spoon} 


clubs 


TROY 50 pond LADIES’ IRONS 


TROY has 
LEVELUME 


A sterling pertormer, 
reasonable cost 
Arch Flange back, where the weight 
shaft by Temper Ladie pattern and two-tone 
grip with spiral groove and perforations 


strength, durability, good looks and act a very 
head has the conservative and sound 
; center powered. Equipped with the Century 


red and black 


plated, the 


True leather 


Set of 9 TROY 50 (2, 3, 4, 5, 6, 7, 8, 9, Putter $90 
Set of 8 TROY 50 (2, 3, 4, 5, 6, 7, 8 

Set of 5 TROY 50 (3, 5, 7, 9 

Individual TROY 50 clubs » Be. He 


Putter, Wedge) 


























THE HEAD DESIGNS OF THE TROY 
50 IRONS AND THE TROY 55 
WOODS ARE THE SAME AS THE 
MARS 70 AND 75 RESPECTIVELY. 


ie 





LEVELUME PLATING, the finest pos- 
sible pbating for iron golf heads, is 
the latest feature that's been added to 
the excellence of Grand Siam iron clubs. 
LEVELUME is a heavy, bright, nickel 
chrome and is more corrosive-resistant 
than any other plating— it has a 
smooth, neat, handsome look and it's 
long-lasting! 











AUXILIARY CLUBS 


SUPER CLEEK (Special No. 5 Wood) 
club for a snug lie when distance is 
Smali, pear-shaped head with shallow face and 
with several degrees more loft than a standard 
No. 4 wood Select, air-seasoned genuine Per 
head with brass back Has splendid 
lustrous French walnut finish with panel inlay 
face insert—black with red and white panels — 
of pressure-tempered fibre. True Temper ROCKET 
Step-down shaft Black perforated leather Rib 
Guide grip spiral grooved — with tan stripe 
Right-hand only Mens specifications only 
411” length only $27.50 
CHIPPER—This handy approach iron was designed 
expressly for run-up shots from off the edge of 
the green Same length as putter; has upright 
lie and slightly lofted face LEVELUME chrome 
plated flange sole head with shallow blade. True 
Temper METEOR Step-down chrome-plated shoft 
Rib Guide fancy perforated leather grip with 
spiral grooving $14.50 
PITCHING WEDGE —A very effective club for 
pitching to the green — ball stops fast. Deep, 
lofted (more than No. 9 iron) head with wide 
sole Bright LEVELUME plating on head 
Spiral grooved, fancy perforated leather Rib 
Guide grip Right-hand only Men's specifica 
tions only $14.50 
No. | irons are available in right-hand 
only — and only in models ATLAS 90, 
ATLAS 90C, and THOR 80 


Ga great 
needed 


simmon 














SPECIAL PUTTERS 


All special putters equipped with True Temper chrome-plated shafts 
MODEL A — Aluminum mallet-type head of shallow depth with 
offset neck, Rib Guide leather grip—fancy perforated and spiral 
grooved — flat on top side. Right-hand only $14.50 
MODEL B—Bronze head of shallow depth, wide top edge with 
wide bevel and slanting back to wide sole Very tong hozel 
Fancy perforated, spiral grooved Rib Guide leather grip that is 
flat on top side. Right-hand only $14.50 
MODEL D—Bronze head —with bright LEVELUME plating except 
for face—of mallet type; shallow depth and gooseneck. 
perforated Rib Guide grip that is flat on top 
grooved Right-hand only 

MODEL E— Shallow bronze head with 
‘‘rocker'’ blade —for right- or 


offset 
side. 


gooseneck. 


Fancy 
side — spiral 

$14.50 
two-way 
Equipped 


MODEL S 


might 
shallow, thick, 
left-handed golfers 


with red rubber, 


MODEL F — Short, 
Equipped with red rubber, 
Right-hand only 


MODEL H— Steel 
thick blade with wide 
Leather 
perforated and with spiral grooving 


“TWO WAY 
LEVELUME plating —with wide top edge and designed so that it 
be used by either 
perforated Rib Guide 
spiral grooving 


$14.50 


wide bronze blade with gooseneck 
pistol-style grip flat on top 
$14.50 


pistol-style grip — flat on top side 


shallow, 


head with LEVELUME 
top edge and 
Rib Guide 


chrome finish. Shallow, 
very wide fiange sole — 
grip, flat on top side, fancy 
Right-hand only $14.50 
— Shallow steel head — unbuffed 
right or 
leather 


left-handed golfers. Fancy 
grip flat on top side — with 
$14.50 








Buying Check List 


of new hardware items 


Keep up to date. Check the new items and 
selling aids in following pages and keep 
posted on new ideas for making money. 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page I11, and mail. 


HARDWARE AGE BUYING CHECK LIST 


Here is a quick Check List of items described in the following pages 


Three new workbench knives 

Rustproof steel incinerator 

Special on 4 new hammers 

Portable radial arm saw 

Carded vegetable peeler 

Three basic jet pump models 

Wallboard hooks, fixtures 

Spray gun combination deal 

Metal handled hedge shears 

Scalloped edge metal trays 

Hose accessory department 

Circular saw attachment 

Reel with drag control dial 

19¢ wire coils in 3 metals 

Fiexible-spring doorstop 

| V2 in. brass-plated cafe rods 
Air-cooled outboard motor 

[] Catalog on houseware items 

[) Va in. utility drill special 

[) 27 in. friction drive mower 

'] Gauge for pipes and fittings 

(| Air-tight weather strip 

[) Outboard oil-gas blender 

[) 12 gauge rified slug, gun 

| Submersible pump models 

[) Polyethylene utility tray 

["] Impact-absorbing hammer 
Electric fence controllers 

[] 98c¢ faucet reseating tool 

[] Compact centrifugal pump 

] Disposable dusting paper 


An electric can opener 
Lighting fixture catalogs 

3 hp riding lawn mower 

2 ib watertight tackle box 
Compact submersible pumps 
Furniture cloth rack deal 
1959 ironing table line 
Blister-carded tile sealer 
Swimming pool purifier 
Plastic aluminum special 
Shock-absorbing hammers 
Cabinet and furniture knob 
Multi-purpose spray gun 
Box gutter hanger spike 
Paint roller display rack 
Catalog on fence products 
18 hardware sales displays 
Portable baby food warmer 
40-page hand tool catalog 
Nylon tire cord in hose 
Play gym swing bearings 
Steel fence support device 
Hex machine, carriage bolts 
Builders’ hardware catalog 
High pressure tank units 

7 new adhesive products 
Portable stove broiler unit 
Furniture swivel glides 

10, 13 in. styron planters 
Molded plastic rain gauge 
Catalog on blasting agents 
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BUYING CHECK LIST 


Item 1 


Three new workbench knives 


An assortment of Hyde’s three 
new heavy duty knives for home 


MA WORKBEMCH KNIVES 


workbench use have high carbon 
steel blades and large, colored 
wood handles with holes for hang- 
ing. An all-purpose hawkbill knife 
retails for 80¢; a wood carver’s 
knife, with a sharp-pointed stub 
blade sells for 95¢ and a square 
point trimmer knife for trimming 
leather, is priced at 80¢. Assort- 
ment No. C126 contains six each of 
these knives, packed and displayed 
on a free self-serve wire rack. 
Hyde Mfg. Co., Dept. HA, 54 East- 
ford Rd., Southbridge, Mass. 


Item 2 


Rustproof steel incinerator 

This heavy gauge porcelain en- 
amel steel incinerator is made of 
high-fired porcelain which does not 
peel, is rustproof and unaffected 
by heat. It is made in the 20-gal 
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size in Jones & Laughlin’s Cream 
City line of galvanized ware. Other 
features are a tight-fitting cover 
and wide flat legs which prevent 
it from digging into the ground. 
Galvanized Ware Products, Con- 
tainer Div., Jones & Laughlin Steel 
Corp., Dept. HA, Lebanon, Ind. 


Item 3 


Special on 4 new hammers 


Four new hammers called Plumb 
Specials are available in new color 
combinations at lower prices. A 
16 oz model, with polished octagon 
steel head and a fiber glass handle, 
regularly a $5.25 value, has a sug- 








gested retail price of $4.99. The 
other Plumb hammers have hickory 
handle with natural wood neck sec- 
tion and are offered at $3.99, $2.99 
and $1.99. They are regularly 
$4.50, $3.50 and $2.60. All are 
Hardware Week specials. Fayette 
R. Plumb, Inc., Dept. HA, 4837 
James St., Philadelphia 37, Pa. 


Item 4 


Portable radial arm saw 


The Shopmate radial saw, which 
can be used as a portable or bench 
saw, is retailing for under $150 
with radial arm, 7 in. saw, boiler 
plate steel base and laminated 
hardwood table. This saw will 
make every “straight line” cut. 
Features include full 180 deg swing 
in front and behind fence, anti- 
kickback in front of blade, widely- 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


spaced ball bearing carriage, 10 
second precision adjustments and 
heavy duty Acme °% in. elevating 
screw. Portable Electric Tools, 
Inc., Dept. HA, 320 W. 83rd St., 
Chicago 20, Ill. 


Item 5 
Carded vegetable peeler 


Here’s a swivel-action vegetable 
peeler with hammer-finish, hand- 
fitted grip. This carded item has 
been added to Turner & Seymour's 


Kitchen Time Saver line. Suggested 
retail price is 25¢. Turner & Sey- 
mour Mfg., Dept. HA, Lawton St., 
Torrington, Conn. 


Item 6 


Three basic jet pump models 


Three basic models are offered 
in a new series of Olympian jet 
pumps. The Medalist is a con- 
vertible two-stage jet pump avail- 
able in % to 1% hp sizes. The 





ITEM NUMBER ON FREE POSTCARD, P. 111 


Challenger is a single stage con- 
vertible jet pump in % to 1 hp 
sizes. The Pacer line is available 
in 14 to % hp sizes, either shallow 
or deep well. These pumps are easy 
to install. An epoxy coating is used 
on all cast iron pump parts. All 
pumps feature dynamically-bal- 
anced bronze impellers. F’. E. Myers 
& Bro. Co., Dept. HA, 249 Orange 
St., Ashland, Ohio. 


Item 7 
Wallboard hooks, fixtures 


These hooks and fixtures for 4% 


in. wallboard which lock securely in 


5 


~ 


CEE 


tt 


place can be used anywhere. Smal- 
ler hooks are packed in bubble 
plastic and prepriced and larger 
hooks and fixtures are carded and 
priced. Assortment shown includes 
318 items priced from 12¢ to 79¢ 
and free merchandiser. Dealer cost 
is $53.75. Hooks and fixtures for 
4 in. wallboard are also available. 
Kerr Wire Products Co., Dept. HA, 
933 N. Cicero Ave., Chicago 51, Ill. 


Item 8 


Spray gun combination deal 
Boyle-Midway’s two-for-the price- 
of-one combination package of two 
sprayer guns is aimed at the gar- 
dener who prefers making his own 
pesticide solution. The package in- 


cludes the Antrol hose spray lawn 
and tree sprayer for large areas 
and the Antrol rose-shrub and 
garden sprayer for gentle sprays 
on tender plants. One or both can 
be used to apply wettable powders 
or water soluble fertilizers and 
liquid concentrates. Boyle-Midway 
Corp., Dept. HA, 22 E. 40th St., 
New York, N. Y. 


Item 9 


Metal handled hedge shears 


Smith’s new Snap-Cut hedge 
shears feature high alloy tubular 


metal handles. The handles are 
guaranteed never to loosen. These 
modernly styled, lightweight shears 
have 9 in. cutlery steel blades with 
serrated and hardened edges and 


precision-ground bevels. A Ten- 
sion Bar keeps blades in proper 
tension and acts as a shock ab- 
sorber. Suggested retail is $6.95. 
Seymour Smith & Son, Inc., Dept. 
HA, 31410 Main St., Oakville, 
Conn. 


Item 10 


Scalloped edge metal trays 


A completely restyled, larger 
Decoware metal tray with scalloped 
edges carries a suggested retail 
price of 69¢. Two patterns are 
available in the 14% in. wide x 
1854 in. long tray. The Heritage 
design combines a deep green back- 
ground and lustrous scrolled gold 
design. The Moss Rose pattern 
highlights a cluster of roses in full 


; 


color on black or white back- 
grounds. Continental Can Co., Dept. 
HA, 100 E. 42nd St., New York 17, 
N. Y. 


Item 11 


Hose accessory department 


The Vu-Pac-Rac merchandiser 
has everything needed to set up a 
well-stocked hose accessory depart- 
ment right on your counter. It 
comes in heavy duty, gold-tone wire 
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Want more details? Just circle item number on p. I 11. 


and is 34 x 15 x 15 in. The unit 
holds 123 items worth more than 
$76 retail. It comes assembled. 
H.B. Sherman Mfg. Co., Dept. HA, 
22 Barney St., Battle Creek, Mich. 


Item 12 


Circular saw attachment 


A Universal 5 in. circular saw 
attachment and hacksaw frame are 


wm 
“E>, 


a 
i 
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repriced lower for Hardware Week. 
The saw attachment, which con- 
verts 1% in. electric drills into cir- 
cular power saws, is_ regularly 
$14.95. It will sell for $12.95. The 
hacksaw frame complete with 10 
in. blade normally lists for $2.50 
but is offered at $2.25. Millers 
Falls Co., Dept. HA, 57 Wells St., 
Greenfield, Mass. 


Item 13 


Reel with drag control dial 

This backlash-free reel has a 
large drag control dial that sets to 
any tension, 8-point instant line 
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pickup, automatic antireverse and 
audible click when drag goes to 
work. Ocean City’s new 376 Flip- 
line closed-face reel is made of one 
piece die-cast frame. Casting con- 
trol bar permits casting with either 
hand. Pre-spooled with 125 yd No. 
6 monofilament, 3 to 1 ratio, weight 
814 oz. True Temper Corp., Dept. 
HA, 1623 Euclid Ave., Cleveland 
15, Ohvo. 


Item 14 


19¢ wire coils in 3 metals 


Do-it-yourself traffic will be at- 
tracted to these wire coils priced 
at 19¢. The coils are available in 
solid copper, aluminum and an- 
nealed steel. Each coil is tagged 
with an eye-catching Band-It label, 


punched for hanging. The label 
can also be tucked into the center 
of the coil for compact shelf or bin 
display. They are packed 10 doz 
per shipping container. Coil lengths 
vary according to the type of met- 
al. Atlas Tack Corp., Dept. HA, 
79 Pleasant St., Fairhaven, Mass. 


Item 15 
Flexible-spring doorstop 


Only a screwdriver is needed for 
quick installation of this Ives flexi- 
ble doorstop. Quiet cushioning ac- 
tion is provided with a white live- 
rubber tip. Each stop is packed 
unassembled in a poly bag. The 
package contains a base, screw and 
rubber-tipped spring. It is made 





in two projections: No. 060—3 in. 
and No. 061—4 in. Comes in bright 
brass, dull bronze, bright nickel 
and dead black finishes. H. B. Ives 
Co., Dept. HA, 5 Artizan St., New 
Haven 8, Conn. 


Item 16 


2 in. brass-plated cafe rods 
These cafe rods are now available 
in 14 in. diameter sizes. The Colo- 
nial rod is made of solid brass with 
decorative solid brass finial ends to 
match with extensions of 28 to 48 
in., 48 to 86 in. and 66 to 120 in. 
The Cape Cod Deluxe rod is fin- 
ished in brass, white or black with 
harmonizing polished brass decora- 
tor-styled ends. Rods are individ- 


ually boxed and packed 10 to a case. 
Stanley-Judd, Div., Stanley Works, 
Dept. HA, Wallingford, Conn. 


Item 17 
Air-cooled outboard motor 


The Clinton J-9 air-cooled out- 
board motor is priced at $169.95. 
The unit weighs 30 lb and has front 
and back handles for easy porta- 
bility. It has an automotive type 
snap-off hood. Cooling fins and 
turbine-designed flywheel assure 





You'll find a more complete 
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The complete Challenger Line of store 
fixtures, available in 44 color combi- 
nations, contains scores of standard 
units not illustrated here and hundreds 


of accessories...to effectively display STORE FIXTU RES 
merchandise of any size or shape. 
Make every square foot of display 


space produce maximum dollar sales. FOR HAR DWAR E STOR ES ¥ 


M & D is famed for modern store plan- 
ning and for the complete flexibility $0666 HHH HHH SS 
f their fixt , 

—— M & D STORE FIXTURES, INC. 

M & D Store Fixtures are dis- 6 No. Michigan Avenue, Chicago 3, Illinois 

tributed nationally by selected 245 Vineland Avenue, City of Industry, California Dept. 89 
hardware wholesalers. | am interested in: 


[| Complete Store [] Upgrading or [| Gondolas [| Wall 
Write for new brochure showing hard- ~ Installation Remodeling [| Show Cases Units 
ware store fixtures and prices. 


M & D Store Fixtures ae 


i eehereneres 
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Manufacturing Plants in the East and West ciTy______ i 
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cool operation. The entire engine 
system won't clog, corrode, freeze- 
up or be damaged by salt water. 
It has a larger two-bladed, semi- 
weedless propeller. Clinton Engines 
Corp., Dept. HA, Maquoketa, Iowa. 


Item 18 


Catalog on houseware items 


The 1959 Plas-Tex polyethylene 
houseware catalog in natural color 
is offered free to dealers and job- 
bers. The catalog includes a line 
of 28 items plus a display mer- 
chandiser. Four redesigned and 
improved products and three new 
items are included. Retail prices, 
color selection, pack and shipping 
weights are given. Plas-Tex Corp., 
Dept. HA, 2525 Military Ave., Los 
Angeles 64, Calif. 


Item 19 


Yq in. utility drill special 


Black & Decker’s No. U-100 4 
in. utility drill is a basic eco- 
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nomical power unit for home use. 
It is regularly priced at $18.95 
but is featured during Hardware 
Week for $16.95. This drill makes 
holes up to %4 in. diameter in 
steel, % in. in hardwood and 
drives hole saws up to 1% in. 
Motor can drive the full range of 
attachments. Black & Decker Mfg. 
Co., Dept. HA, Towson, Md. 


Item 20 


27 in. friction drive mower 


Shown here is the feature model 
of the new Southland Mower series 


known as Garden Pride. It is a 
27-in. self-propelled, free-wheeling, 
friction drive mower with a 4-cycle 
motor and 14-gauge steel base. 
This series is priced to sell for 
$49.95 with full mark up and in- 
cludes a complete line of models. 
Southland Mower Co., Dept. HA, 
Box 118, Selma, Ala. 


Item 21 
Gauge for pipes and fittings 


Pipes or fittings can be measured 
accurately (even when they are 
flush against a wall) with this 
gauge. Called Pipe-O-Meter, this 
gauge gives correct measurements 
for iron pipes; copper, red brass 
in regular and extra strong wall 
sizes plus threadless pipe; steel 
regular or thin wall conduit; and 
fittings for all types in regular, 
extra heavy, or drainage. Handles 
sizes from 1% through 2 in. Pipe- 


O-Meter plus pictures permits any 
clerk to price and identify correctly 
any nipple within the gauge size 
range. An aluminum model sells for 
$2.25 and a pressboard unit lists 
for 98¢. Your cost, $1.50 and 65¢ 
M. & E. Mfg. Co., Dept. HA, P. O. 
Box 53, 72 Elm St, West Haven 16, 
Conn. 


Item 22 


Air-tight weather strip 


This aluminum and vinyl-edged 
Jamb-Up Door Weather Strip has 
been added to M-D’s line of 
weather strip products. It is easy 
to handle and install. Air-tight 
weatherproof seals are possible on 
all wood or metal doors, inside, 
outside or connecting. Comes in 
Alacrome or anodized Albras fin- 
ishes. Three package types are 


available bulk quantities also. 
Macklanburg-Duncan Co., Dept. 
HA, Box 1197 Oklahoma City 1, 
Okla. 


Item 23 
Outboard oil-gas blender 


Here’s am oil-gas blender that 
automatically homogenizes S. A. E. 
30 outboard oil with gasoline in 
the correct proportion for 2-cycle 
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Sac emees SHOW 
goa 3 \ CERAMIC 
KNOBS 
FOR 
ADDED 
PROFIT! 


Yale Ceramic knob sales increased 
123°, in the past year. And why not? 
These hand-painted designs won't rust, 
fade, tarnish—are easy to clean. 
Gleaming durable ceramic enhances 
furniture, kitchens, baths. 





Dealers like it because Yale Ceramic 
Hardware is hot! Yale Ceramic Hard- 
ware is a fast moving, high-profit item, 
needs little shelf space. 





To request FREE decorated sample 
and full color catalog, mail coupon 
today with your letterhead. 


The Yale & Towne Mfg. Co. 
Ceramic Department A 
405 Lexington Avenue 

New York 17, N. Y. 


Please ship me absolutely free, one decorated Yale Ceramic 
Knob plus a full color catalog showing the entire line. 


NAME 
FIRM 
ADDRESS 


YALE & TOWNE 


ZONE STATE 
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makes sales—the easy way ag 










JACKSON ROPE BAR 
—build sales, cut selling time 
with this good-looking, perma- 
nent display. The “backbone” of 
your rope department, it dis- 
plays Nylon, Polyethylene and 
Manila rope to best advantage. 


''TBAR?’ ’—convenient, 
compelling way to display fast- 
moving JACKSON Junior 
Spools. Approximately 10 lb. 
spools of Nylon, Dacron and 
Polyethylene in popular sizes 
are displayed on this rack, 
which can be mounted on 
counter top, walls or ceiling. 





PREPACKAGED — SELF-SERVICE 
COILS and CONNECTED COILS 


—famous JACKSON Super-Tuff Synthetics 
and Ocean Brand Manila in 50’ and 100’ 
lengths. Make self-service easy and profit- 
able with JACKSON. 


a AcKSON ROPE 
wa we 


rug repens sacnsen & 508 08 


Pe ee 





Your JACKSON distributor has the details on these profitable 
items, and others in the sales-building line. Get in touch with 
him now. 







practical, durable rope— 


SYNTHETICS—MANILA 
packaged for 
BOATING: INDUSTRY - HOME - RECREATION 
Manufacturers #-¢ G3 v——* Since 1829 


THE THOMAS JACKSON & SON CO., reanine, PENNSYLVANIA 
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Want more details? Circle 





engine fuel. The Blend-Rite is sim- 
ple to use and eliminates estimat- 
ing quantities left over in the 
tank. It holds 1% gal of oil, 
enough to mix 36 gal of gas at the 
6 oz setting and 28 gal at the 8 oz 
setting. The all steel-constructed 
blender has an easy-grip handle. 
Retails for $19.95. Alva T. Smith 
Co., Dept. HA, Box 36, Thiensville, 
Wis. 


Item 24 


12 gauge rified slug, gun 


Remington’s Model 11-48 RSS 
has been adapted to accommodate 
a barrel bored for rifled slugs and 
fitted with sights adjustable for 
windage and elevation. This gun, 
one of three called Rifled Slug Spe- 
cials, features a 26 in. 12 gauge 
barrel with improved cylinder 
choke. The model shown retails for 





$132.95 and sight-equipped extra 
barrels are $54.35. Other models 
retail for $146.45 and $95.95. Rem- 
ington Arms Co., Dept. HA, Rem- 
ington Park, Bridgeport, Conn. 











item number on page III 


Item 25 


Submersible pump models 


Red Jacket’s Model H. Submerga 
pump is designed for 6 in. wells 





and will pump to depths of 600 ft. 
It is rated 130 gpm but has a ¢a- 
pacity range up to 225 gpm. This 
submersible pump comes with five 
motor sizes, 5, 74%, 10, 15 and 20 
hp and with 3, 4, 5, 8 and 10 stages. 
The 5 and 7% pumps are available 
with single-phase motors for 220, 
440 or 550-volt electrical circuits. 
Red Jacket Mfg. Co., Dept. HA, 
Box 270, Davenport, Iowa. 


Item 26 


Polyethylene utility tray 


Lustro-Ware’s polyethylene sil- 
verware tray keeps silver, cutlery 





kitchen 
four 

Cushion-soft protection is assured 
for everything inside or outside of 
the tray. Non-skid feet are molded 
in. It has a smooth seamless sur- 
face and round corners for fast, 


and small 
neatly in 


items stored 
compartments. 


easy cleaning. Comes in turquoise, 
yellow, pink and red. Trays are 
prepriced at 79¢. Columbus Plastic 
Products, Inc., Dept. HA, 1625 
Mound St., Columbus 23, Ohio. 


Item 27 


Iimpact-absorbing hammer 


Plumbers, carpenters, electri- 
cians, building contractors and 
home craftsmen will be natural 
traffic for Ramset’s new type ham- 
mer which absorbs impact shocks. 
The hammer eliminates much of 
the fatigue of hammer-in work. 
This hammer’s head is suspended 
from the handle by energy-absorb- 
ing materials. It weighs 2 lb. A 





retai' 
Ramset Fastening System, Olin 
Mathieson Chemical Corp., Dept. 
HA, 12117 Berea Rd., Cleveland 11, 
Ohio. 


suggested price is $9.95. 


Item 28 


Electric fence controllers 


A comprehensive selection of 
Shox-Stok’s electric fence control- 
lers is offered in six new models. 
They range in price from $12.45 
for a 6-volt battery-operated model 
to $34.95 for a deluxe hi-line unit. 
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DC-22 Circular Saw Blade 
Display Unit 


Disston Division, of H. K. Porter Com- 
pany, Inc., has developed a new idea 
in circular saw blade merchandising 

.a new 18 lb. display unit that holds 
twenty-two Disston Disschrome blades 
which fit sixty different saws. 


The DC-22 Circular Saw Blade Display 
Unit is 14” high x 10” deep x 11” wide. De- 
signed for use on counter, wall, or on a 
peg board. And, it’s NRHA-approved. 


The display unit, itself, is free... when 
ordered with the Disston DC-22 Cir- 
cular Saw Blade Display, priced to 
dealers at $48.62, with a retail value of 
$73.02. The display contains 6” and 8” 
cut-off, 8” and 10” rip, 8” planer, and 
6” to 8” combination blades for the most 
popular bench-type saws...and for 
Disston, Black & Decker, Stanley, Skil, 
Porter-Cable, and other  nationally- 
known portable saws. 


The Disston Disschrome circular saw 
blades are hard-chrome plated. The hard 
chrome enables the blade to stay sharp 
longer...to cut cleaner...and to 
resist rust. 

The Disston DC-22 Circular Saw Blade 
Display Unit may be obtained from your 
hardware wholesaler. Or, write for cata- 
log page DC-22 to: Disston Division, 
H. K. Porter Company, Inc., 23 Tacony, 
Philadelphia 35, Pa. 


DISSTON DIVISION 


PORTER 


H.K.PORTER COMPANY, INC. 


Divisions: Connors Steel, Delta-Star Electric, 
Disston, Forge and Fittings, Leschen Wire Rope, 
Mouldings, National Electric, Refractories, 
Riverside-Alloy Metal, Thermoid, Vulcan-Kidd 
Steel, H. K. Porter Company (Canada) Ltd. 


Want more facts? Circle 148, p. 111 
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That’s the BIG PROFIT PICTURE for every 
, —M TAYPAIL with PROOF COIL or BBB chain! 


The many applications for TM Proof Coil and BBB Chain make 
them fast movers—top profit items for hardware dealers everywhere. 
Both are color-coded and tape-measured for quick, easy identification 
and measuring. Packed in rugged metal Taypails that stack easily... 
require minimum floor space.. 


. create mass displays... stimulate 


full Taypail sales and profits for you. 







Taypail has many secondary uses. Call 


aylor 
ade 
SINCE 


CHAIN 1873 Hammond, Ind. — 3505 Smaliman St., Pittsburgh, Pa. 


Want more facts? Circle 149, p. 111 


your jobber or write for your copy of 


new Bulletin 26A today. 
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Want more details? Circle 


The Short Free model W-9 is 
shown here. Each model has its 
own color. Outstanding features 
include built-in lightning arresters, 
short indicator lights, built-in push 
button fence testers, weather and 
tamperproof steel cases. Shox-Stok, 
Inc., Dept. HA, 518 Main St., Wel- 
lington, Ohio. 


Item 29 


98¢ faucet reseating tool 


This new Water Miser faucet 
reseating tool provides smooth fin- 
ish on faucet valve seat without 





pt 


risk of cutting too deeply or leav- 
ing cutter marks. It assures true 
alignment. Unit comes with hard- 
ened steel grinding tips to fit 
faucet size 00 to % in. L. Faucet 
handle, bonnet nut or packing from 
the faucet stem doesn’t have to be 
removed. Individually packed on 
attractive display card, six cards 
to a box. Suggested list is 98¢. 
Ardmore Products Co., Dept. HA, 
624 Maple St., Conshohocken, Pa. 





Item 30 


Compact centrifugal pump 


Burk’s new HV series Multi- 
Stage centrifugal pump is com- 
pact and can be installed in close 
quarters in horizontal or vertical 
positions without internal mechan- 
ical Lae peeee Models available in 
Y,, 34, 1 and 1% hp sizes, 2 or 3 
stages. Depths up to 200 ft and 
capacities up to 2310 gph can be 








item number on page III 





handled. This pump is for water 
systems, shallow or deep wells and 
booster services. Decatur Pump 
Co., Dept. HA, 2750 Nelson Park 
Rd., Decatur, Ill. 


item 31 
Disposable dusting paper 


A heavier, stronger paper is now 
being used in Harvey Dustex dis- 
posable dusting paper. This paper 
is pre-crinkled for soft, gentle and 
thorough dusting action. The paper 
can be moistened to clean stubborn 
grimy spots. The new package fea- 





tures a serrated metal cutting edge 
that cuts quickly and neatly. KVP 
Co., Dept. HA, Riverview Dr. at 
Parchment Com., Kalamazoo, Mich. 


Item 32 


An electric can opener 


Lev-R- Matic is the name of 
Iona’s new automatic electric can 
opener styled in turquoise and 
chrome. The unit’s handle serves 


Want 








to make the opener easily portable 
and acts as the actuating lever. It 
is designed to hold cans of all 
shapes and sizes. A magnetic lid- 
lifter holds the cut-out lid. Sug- 
gested retail price is $19.95. Jona 
Mfg. Co., Dept. HA, Regent St., 
Manchester, Conn. 


Item 33 


Lighting fixtures catalogs 


Architects, contractors and home 
owners will be interested in Prog- 
ress’ catalog of residential lighting 
fixtures, illustrated in color. This 
52-page catalog presents adapta- 
tions of early American hanging 
fixtures with contemporary touches. 
Another catalog entitled “Home 
Lighting by Minute Mount” has 12 
pages of new ideas in budget light- 
ing for economy homes. Progress 
Mfg. Co., Dept. HA, Castor Ave. 
and Tulip St., Philadelphia, Pa. 


Item 34 


3 hp riding lawn mower 


Mow-Master’s new Fairlawn 350 
riding mower features a 24 in. cut- 
ting width with 1% to 2% in. cut- 
ting heights and forward and re- 
verse speeds up to 3.6 mph. Other 
features are a 3 hp Briggs & Strat- 
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“Plastic Steel” 


is one of the 10 most 
profitabie items 
in our store’’... 


=~ — — ww mM 


@mmam ass. wy 
es a= oa as aw ” 


WAALS VILSV1Id 


1 


Qe wan ® 


ACCORDING TO ANTHONY HERMAN 
F OTTO HERMAN, INC. 
6729-35 MYRTLE AVE., GLENDALE, N. Y. 


Yes — PLASTIC STEEL 
is a top-seller 
in stores throughout 
the country. 


You, too, can build sales with this 
proven product . . . the only product 
that makes permanent repairs. . . 
makes “impossible” jobs easy. Hun- 
dreds of your customers have already 
used PLASTIC STEEL and will ask 
for it again. Feature PLASTIC STEEL 
—in the yellow and black package — 
let this best-seller build more sales 
for you. 


THERE IS NO SUBSTITUTE 
FOR PLASTIC STEEL 


Good unit sale — 98¢, $1.89 and $3.95 


sizes 


@ Excellent turnover 

@ Good profit per unit sale—40% item 

@ Quality product — assures repeat sales 

@ Self-display carton — sells itself 

@ Free sales aids, ad mats and mailing 
stuffers 


@ Continuous national and local adver- 
tising — brings customers to your store 


EVERY FAMILY IS A CUSTOMER 


b> > AMO COMOOOM mr) 1a) 


j 
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Also ask about NEW DEVCON® RUBBER for 
flexible repairs and DEVCON® ALUMINUM 


Order from your wholesaler, or 
write for details and prices 


DEVCON corporation 


401 ENDICOTT STREET, DANVERS, MASS. 


on eer 





BUYING CHECK LIST 


Want more details? Just circle item number on p. {1 1. 


ton engine, automotive type steer- 
ing, safety foot clutch, 28 in. in- 
side turning radius and automatic 
rewind starter. It is finished in 
red. The driver sits on a foam 
cushion seat. Propulsion Engine 
Corp. Div., Food Machinery and 


Chemical Corp., Dept. HA, $811 
Marion Ave., South Milwaukee, 
Wis. 

Item 35 


2 Ib watertight tackle box 


Here’s a tackle box that is noise- 
less, corrosion and rustproof. It is 





made of super high impact poly- 
styrene and has permanent marble- 
ized brown color molded into the 
material. The box is lightweight 
and watertight when closed and 
will float. It has a 12 in. cantilever 
tray partitioned to hold lures and 
baits. The overall length is 13 in. 
and it weighs 2 lb. Falls City Dviv., 
Stratton & Terstegge Co., Dept. 
HA, 16th & Main Sts., Louisville 1, 
Ky. 


Item 36 


Compact submersible pumps 


Two new compact Kenco sub- 
mersible pumps available now are 
engineered for septic tank and 
sewage applications. A non-clog- 
ging 2-vane impeller and special 
1% in. openings in the pump screen 
are features of these pumps built 
with cast-bronze housing and pow- 
erful pumping capacity. These 
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pumps, in automatic and non-auto- 
matic models, are lifetime lubri- 
cated, completely submersible, quiet 
and easy to install. Kenco Pump 
Div., American Crucible Products 
Co., Dept. HA, 1807 Oberlin Ave., 
Lorain, Ohio. 


Item 37 


Furniture cloth rack deal 


Ru-Son’s deal #42 offers an at- 
tractive, sturdy, aluminum display 
rack and colorful metal sign with 
the first order of three rolls of 
the firm’s Saran outdoor furniture 





cloth. The stand measures 18 x 13 
x 34 in. Ru-Son Products Co., Dept. 
HA, 278 Johnston Ave., Jersey 
City, N. J. 


Item 38 


1959 ironing table line 


Three Met-L-Top and three Glide 
Easy models are included in Ar- 
vin’s 1959 ironing table line. The 
Curvalite table (shown) is offered 





in regular and promotional lines 
with weight-reducing honeycomb 
core construction. These tables are 
curved along one side. Comes 
packed with pad and cover. Sug- 
gested retail prices range from 
$9.95 to $24.95. Arvin Industries, 
Inc., Dept. HA, 13th and Big Four, 
Columbus, Ind. 


Item 39 


Blister-carded tile sealer 


Krak-Tite, a fast-drying tub and 
tile sealer, has been repackaged in 
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Krak-Tite 
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a blister display card. The colorful 
hang-up card is printed in red, 
white and blue and displays an 
8 oz tube. Directions for where 
and how to use the product are 
printed on the reverse side of the 
card. Sterling Quality Products, 
Dept. HA, 184 Commercial St., 
Malden 48, Mass. 












Item 40 
Swimming pool purifier 
Quickee Kleen-Pool makes it 


easy to keep the water in plastic 
home swimming and wading pools 
sanitary without frequent water 
changes. This algaecide and germ- 
icide, when poured into the pool 
water, retards the formation of 
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|“ EVERYTHING HINGES ON HAGER/.” 


a 
C. Hager & Sons Hinge Mfg. Co. * St. Louis 4, Mo. 
in Canada, Hager Hinge Canada Limited «+ Kitchener, Ontario 
| Founded 1849 — Every Hager Hinge Swings on 100 Years of Experience 
a — a 
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Hedlunds 





—and make sales come to life in your 
store! Nationally advertised in leading ski 
magazines... with display merchandising 
to help you sell. This is the ski built with 
Swedish craftsmanship . . . multiple lamina- 
tions of prime hickory... hard, precision 
edges... plastic finish and bases. Factory- 
margined for extra dealer profits. WRITE 
FOR NEW COLOR CATALOG! 


HYORO- 
FLITES 


come (0 

ow the water 
—and are the leading water skis 
for every type of skier — from 
children to champions. Hedlund 
HYDRO-FLITES are produced in a complete 
line of 17 models styled for performance 
and fashion. Select solid ash. . . designed- 
for-comfort bindings... popular colors. 
Nationally advertised. WRITE FOR NEW 
COLOR CATALOG! 

eee eee “7 


ly available 
Hedlund products are quickly 
ton two convenient U.S. locations. 
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hedlund 


MANUFACTURING CO. NOKOMIS, ILL. 
Want more facts? Circle 152, p. 111 


108 ¢ HARDWARE AGE, March 26, 1959 





BUYING CHECK LIST 


Want more details? Just circle item number on p. I 11. 


slime-producing algae and destroys 
harmful bacteria by mildly chlor- 
inating the water. The contents of 
one bottle will purify over 40,000 
gal of water, enough for a complete 


Pasa 
' ; | 


© 2001 warer & 





Comes with com- 
Quickee Products, 


season’s care. 
plete directions. 


Inc., Dept. HA, 141 Woodworth 
Ave., Yonkers, N. Y. 
Item 41 


Plastic aluminum special 


Dealers can now sell Hercules 
Plastic Aluminum at a 48 percent 
profit on a special offer on 49¢ and 
$1 bubble-packed tubes. With every 
12 tubes of either size of the item, 
the retailer receives two free tubes 
of the same product in the same 
carton. Dealer profit on every car- 
ton of the 49¢ size (28 tubes) is 
$6.66 and on the $1 size (14 tubes) 
is $6.80. Hercules Chemical Co., 
Dept. HA, 416 Broadway, New 
York 13, N. Y. 


Item 42 


Shock-absorbing hammers 


Griffith’s Grip-A-Griff series of 
hammers and hatchets features a 
shock-absorbing and impact-resist- 
ing neoprene cushion grip, bonded 
to a grade A hickory handle. This 
grip won’t loosen or pull back at 
the shoulder, won’t stretch or pull 
off and is reinforced at base to 
prevent break-through. Handles 
are individually custom-fitted to 
tool heads which come in full pol- 
ished or velvet black finish. The 





y i 













line is competitively-priced. Grif- 
fith’s Tool Works Inc., Dept. HA, 
PO Box 8657, Philadelphia 1, Pa. 


Item 43 


Cabinet and furniture knob 


Called the Stratoknob, this knob 
has graceful lines which lend a flat- 
tering accent to cabinets, built-ins 
and furniture pieces. Stratoknob 
is solid die cast and measures 13%4 x 
52 in. with smooth, beveled edges 
and spurs for added holding power. 
Available in all new finishes, it is 





a companion to the Stratopull. 
Penn-Akron Corp., Hardware Div., 
Dept. HA, 32-01 57th St., Wood- 
side 77, N. Y. 


Item 44 


Multi-purpose spray gun 

Insecticides, moth-proofing prepa- 
rations, rug and upholstery sham- 
poos, lacquers, paints, lubricants 
and waxes can be applied quickly 
and easily with this new pint ca- 
pacity spray gun. It operates from 











% 


4 


on ad 
the air supplied by a vacuum 
cleaner. Comes packed 24 units to 
a carton. Quart capacity spray gun 
is also available. The pint size 
sprayer retails for approximately 
$1.79. Vacuum Spray Gun Co., 
Dept. HA, 1301 Coney Island Ave., 
Brooklyn 30, N. Y. 


Item 45 


Box gutter hanger spike 

This improved spike for hanging 
aluminum and galvanized box gut- 
ters on homes features a steel core 
double-dipped in molten zinc. It 
has about 3 in. of ring threads at 
the tip end for anchoring. Storm- 
guard Gutter Spikes are F.H.A. ap- 
proved. They provide driving 
strength and _ gutter support. 
Points are diamond-shaped, heads 
are flat and checked to hold paint 
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better. Comes in 7 and 8 in. 
lengths. W. H. Maze Co., Dept. 
HA, 100 Church St., Peru, Ill. 


Item 46 


Paint roller display rock 


This self service display rack 
simplifies the selection of the prop- 
er paint roller cover for various 
surfaces to be painted. The 16 x 
23 in. sturdy wire rack is 59 in. 





Ten Dealer-Tested 
Anchor Brand 
Profit-Makers 


Wf Check your stock on all 10 now. 
































|_| No. 437 snap, |_| No. 225 snap, __| Display Box No. 1 


%"’ swivel eye sizes /2'' through 1” swivel eye “SILENT SALESMAN” holds six 
THE SNAP OF 100 USES — on A SNAP FOR WORK, SPORT, gos6n snaps in assortment of 
chains, rope, leather, webbing. - useful for farm and home, four kinds. sizes. 


on sporting gear. 





5. 





























No. 30 Display Box | | No. 2530 Pivot Link 
PACKAGED FOR PROFIT: Col- 
orful counter merchandiser 
holds selection of 44 rivet, pivot 
links in three sizes. 


No. 2531 Rivet Link 


CHAIN REPAIR LINKS make quick work of repair jobs. 
Sizes 3)’ through 5’. 






































we 8. 
|_| No.3300WireRope |_| No. 0174 Pulley __| No. 4015 Line Cleat 
Clip iron base, steel galvanized gray iron. One of furnished in galvanized gray 
u-bolt. Suited for any weather. many styles and sizes. Pro- iron. Others in iron or bronze. 
tected against corrosion. For indoor or outdoor uses. 
You'll rate high with your customers when you 
10. meet their needs with North & Judd Anchor 


Brand products. All are quality made, quality 
finished. Packaged to appeal, priced to sell. 

If your quick check shows you there are gaps 
in your stock, get in touch with your North & 
Judd representative. Let him help you fill in 











your line of North & Judd Anchor Brand and 








CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Wilcox-Crittenden hardware. 


| | No. 421 Oarlock, Q 


steady boating season alien. N ORT H}& J U DD 
Manufacturing Company 


New Britoin 





Connecticut 


New York e@ Boston -« Philadelphia -« Atlanta -« Jackson(Miss.) °¢ Buffalo -« Detroit 
Chicago * Minneapolis « St.Louis « Dallas * Los Angeles * Sanfrancisco * Seattle * Montreal 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. III. 


high. It holds 24 rollers, 42 covers, 
12 trays and 12 extension handles. 
All items are described and priced. 
The rack is free to dealers with 
the purchase of approximately $79 


in merchandise, dealer cost. Bestt 
Rollr Co., Dept. HA, 160 S. Brooke 
St., Fond du Lac, Wis. 


item 47 


Catalog on fence products 


Farmers and farm goods dealers 
will want this new illustrated gen- 
eral catalog listing fences, posts 
and related products. The 41-page 
catalog has a chart and table which 
determines how many posts are 
needed for farm acreage enclo- 
sures. Information and specifica- 
tions on American Steel & Wire 
products covers bale ties, corn 
cribs, hardware cloth, nails, roofing 
sheets, welded wire fabric, stone 
wire, trellises and agricultural wire 
rope. American Steel & Wire Div., 
U.S. Steel Corp., Dept. HA, Rocke- 
feller Bldg., Clevelamd 13, Ohio. 


Item 48 


18 hardware sales displays 


Eighteen new hardware sales 
displays featuring 152 Vichek tools 
includes hammers, chisels and 
punches, screw drivers, pliers, ad- 
justable wrenches, open’ end 
wrenches, box wrenches, combina- 
tion wrenches and socket wrenches. 
These displays can be grouped to 
form a single full line panel board 
unit 39 x 96 in. Or they can be 
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used singly or in combinations. 
Vichek Tool Co., Dept. HA, 3001 
E. 87th St., Cleveland 4, Ohio. 


Item 49 


Portable baby food warmer 


New mothers will be heavy traffic 
for this Mothers Kiddy Kanteen 
for warming three jars of strained 
baby food and baby’s bottle or four 


jars of strained baby food. The 
complete unit can be carried read- 
ily in a car or stored in a refrig- 
erator. It uses minimum space, 
avoids spilling and waste, saves 
time and has a_  heat-resisting 
plastic bail grip. Retail price is 
$1.40. Enterprise Aluminum Co., 
Dept. HA, Massillon, Ohio. 


Item 50 


40-page hand tool catalog 


Oxwall Tool’s 20th anniversary 
catalog provides complete informa- 
tion on more than 1000 hand tools. 
The 40-page booklet includes the 
company’s latest skin - packaged 


tools, tool promotions, tool sets, 
combination tool kits and display 
aids. Oxwall Tool Co., Ltd., Dept. 
HA, 928 Broadway, New York 10, 
N. Y. 


Item 51 


Nylon tire cord in hose 


Here is a garden hose reinforced 
with nylon tire cord guaranteed 
not to burst under the highest wa- 
ter pressure, even when shut off at 
the nozzle. Gering’s new LPA 


Reese «seme t % OOF were 
1 holine Tae (Se REVMFORCED «cxte “ee 
= £4. 

Rag f 


SF 


ultra-violet ray inhibitor resists 
damage from sun exposure. This 
hose has all brass full flow coup- 
lings. It is packaged in pancake 
type coil with a sturdy back board. 
Comes in 25, 50 and 75 ft lengths 
in 1%, % and % in. inside diam- 
eters. Gering Products, Inc., Dept. 
HA, N. Seventh St. and Monroe 
Ave., Kenilworth, N. J. 


Item 52 


Play gym swing bearings 


Owners of backyard gym sets 
will be customers for these replace- 
ment bearings for gym swings. The 
bearings are complete with through 
bolt and lock nut (both zinc plated) 
and skin packed two per card. The 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 





When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 





Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna 
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HARDWARE AGE BUYING CHECK LIST 





A quick, easy way to keep up to date 


\RE AGE contains hundreds of new profit 


merchandising, etc., as well as 


‘ r : 
items ot any hardware magazine. 
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SPARK SPRING AND SUMMER SALES 


PLUMB SPECIALS 


Gf STANDARD QUALITY TOOLS AT REDUCED PRICES 
ay WITH FULL MARGINS OF PROFIT FOR YOU | 


the F51-§ 


NAIL HAMMER 
PLUMB 16 oz. Polished Octagon Head 


SPECIAL Non-Breakable Fiber-Glass Handle 








Green Throat—Grey Neoprene Covered Grip 


(NOW $432 \ 


‘the OANI1%-S 


NAIL HAMMER 
16 oz. Polished Octagon Head SPECIAL 


Octagon Pattern Hickory Handle 





White Throat—Green Grip , $459 vacue \ 
REGULAR SPECIAL YOUR YOUR REGULAR SPECIAL YOUR YOUR 
NUMBER RETAIL VALUE SALE PRICE COST PROFIT NUMBER RETAIL VALUE SALE PRICE COST PROFIT 
F57-S $5.25 $4.99 $3.33 $1.66 OANII2-S $4.50 i Fe ey A) Bx 
Packed—4 to Box—Wft. 6 Ibs. Packed—4 to Box—Wf. 6 Ibs. 








the 181-S 


NAIL HAMMER 
16 oz. Polished Head 
Flat-sided Hickory Handle 


White Throat— Green Grip 
PLUMB 


SPECIAL 


NAIL HAMMER 








16 oz. Metallic Green Head 
Oval Pattern Hickory Handle SPECIAL 
White Throat—Green Grip Te vacua 
$122 | 
REGULAR SPECIAL YOUR YOUR REGULAR SPECIAL YOUR YOUR 
NUMBER RETAIL VALUE SALE PRICE COST PROFIT NUMBER RETAIL VALUE SALE PRICE COST PROFIT 
L81-S $3.50 ‘ by a) ey A ee 16-§ $2.60 $1.99 $1.33 $.66 
Packed—4 to Box—Wft. 6 Ibs. Packed—4 to Box—Wf. 6 Ibs. is 
) ASSORTMENT PACKAGE No. 1234 
Contains 1 Each F57-S, OAN11%-S, .81-S and 16-S Hammers 
REGULAR RETAIL VALUE SPECIAL SALE PRICE YOUR COST YOUR PROFIT 
$15.85 $13.96 $9.33 $4.63 


IDEAL "FULL MARGIN" SPECIALS for HARDWARE WEEK 


FAYETTE R. PLUMB, INC. + PHILADELPHIA 37, PA., U.S.A. 
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U.S. ROYAL 
MASTER 


U.S. ROYAL 
RIDER 


U.S. ROYAL 
CHAIN 


U.S. ROYAL 
NOBBY 


U.S. ROYAL 
HEAVY-DUTY MIDDLEWEIGHT 


U.S. ROYAL 
MIDDLEWEIGHT 


U.S. ROYAL 
WHIRLAWAY 


U.S. ROYAL 
LIGHTWEIGHT 


U.S. ROYAL 
TOURING 


United States Rubber 


CYCLE TIRE DEPARTMENT e¢ 549 East Georgia Street © Indianapolis 6, Indiana 
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(Continued from page 110) 


colorful cards are pre-priced and 
slotted for perforated board or bin 
display. A full color window ban- 
ner stressing safety is included 
with each shipment of bearings. 
Wessel Hardware Corp., Dept. HA, 
919 N. 5th St., Philadelphia 23, Pa. 


Item 53 


Steel fence support device 


Ankorite No Heave Anchor is a 
device that adds extra holding 
power and holds fence posts steady 
in light soil and uneven terrain. 


The unit resists the loosening 
effects of freezing and thawing. 
This anchor is designed to be at- 
tached to Calumet’s Gold Crown 
steel fence posts and does not inter- 
fere with the driving ease of the 
posts. Calumet Steel Div., Borg- 
Warner Corp., Dept. HA, 200 S. 
Michigan Ave., Chicago 3, Ill. 


Item 54 


Hex machine, carriage bolts 
More than 500 different sizes of 
hex head machine bolts and car- 
riage bolts have been added to the 
Stanscrew line. Full body hex head 
machine bolts come with or without 
finished hexagon nuts and have a 
minimum tensile strength of 55,000 
psi. Available in diameters from 
', to 1% in. and lengths from 1% 
to 24 in. The carriage bolts come 
in sizes from +10 through % in. 
diameters and in lengths from ™% 
through 18 in., with full size bodies 


with or without regular square 
nuts. Both items are available in 
package of bulk quantities. Stand- 
ard Screw Co., Dept. HA, 2701 
Washington Blvd., Bellwood, Ill. 


Item 55 


Builders’ hardware catalog 


Here’s a colorful new 104-page 
catalog illustrating the full line 
of Safe builders’ hardware. In- 
cluded are new items in Champion 
and Adams-Rite type hardware and 
Fraim padlocks. Safe Padlock and 
Hardware Co., Dept. HA, 2nd & 
Crystal Sts., Lancaster, Pa. 


Item 56 


High pressure tank units 


A new series of Campbell-Haus- 
feld high pressure tank units for 


heavy duty, high volume air deliv- 
ery can be added to rental depart- 
ments or retailed. The equipment 
features a twin cylinder air com- 
pressor, with 2% in. bore x 2 in. 


stroke, driven by a 1 hp electric or 
3 hp gasoline motor. It is built 
for up to 100 lb continuous pres- 
sure or 150 lb intermittent. The 
compressor is mounted on a 20-gal 
welded steel, pressure-tested tank. 
Mobile model with 10-in. rubber- 
tired wheels is shown. A station- 
ary model is also available. Camp- 
bell-Hausfeld Co., Dept. HA, Rail- 
road Ave., Harrison, Ohio. 


Item 57 


7 new adhesive products 


Seven new adhesives have been 
added to the Carter line. Included 
are rigid plastic model cement, 
vinyl patch kits, general purpose 
epoxy, contact glue, outdoor glue, 
power model cement and metal- 
filled epoxy (shown). This new 
style adhesive is strong and sticks 
to unusual materials. Each epoxy 
has two separate tubes blister- 


packed on a single prepriced card. 
Carter’s Ink Co., Dept. HA, 239 
First St., Greenfield, Mass. 


Item 58 


Portable stove broiler unit 

This combination portable stove, 
vertical broiler and radiant heater 
is a gas-fueled Devco unit. Its 


< Want more facts? Circle 155, p. 111 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. I 11. 


catalytic burner is permanently 
coated wire-mesh screen that burns 
propane gas flamelessly. Single dis- 
posable fuel cylinder operates for 
two to six hours and char broils 
l-in. thick steaks in 6 minutes. It 
also provides heat for auxiliary 
warming, thawing or general pur- 
poses. Devco heater-cooker units 
are priced at $19.95 or $21.95 with 
fuel bottle. Devonair Products 
Div., Oxy-Catalyst, Inc., Dept. HA, 
PO Box 151, Wayne, Pa. 


Item 59 


Furniture swivel glides 


New Dot swivel glides will be 
traffic-getters for the do-it-yourself 
trade. These glides prevent wob- 
bling, slide smoothly and adjust to 


uneven floor surfaces. They are 
easily applied to tapered wooden 
legs on heavy or light furniture. 
These glides are made of steel, 
brass-plated and lacquered and 
have high-impact styrene under- 
surfaces. Come in $1 and $1.20 
sizes packed four to a set in plastic- 
sleeve display box. Columbia Fast- 
ener Co., Dept. HA, 3229 S. Ash- 
land Ave., Chicago, Ill. 


Item 60 


10, 13 in. styron planters 


A new design has been added to 
the Decor line of planters in 10 and 
13 in. lengths. These heavy gauge 
formed styron planters are avail- 
able in red, white and black, com- 
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plete with brass-plated stands. Deli- 
cate gold lines are overlaid on 
these planters. Approximate retail 
prices are $1.39 and $1.79. Decor 
Div., Plastic Products Corp., Dept. 
HA, 24001 Aurora Rd., Bedford 
Heights, Ohio. 


Item 61 


Molded plastic rain gauge 


Gardeners, weather hobbyists 
and farmers are a_ ready-made 
market for this sturdy, molded 
plastic rain gauge which gives ac- 
curate rainfall records to within 
1/10 in. The unit has a cumula- 
tive rainfall index, which permits 
the keeping of a running record of 
rainfall. An easy-to-read scale is 
graduated up to 5% in. with black 
numerals on a transparent shell 
against an opaque back. Package 
contains mounting instructions, 
rust-proof mounting lugs and 
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mounting template. Individually 
boxed 12 to a carton. Thermometer 
Corp. of America, Dept. HA, 567 E. 
Pleasant St., Springfield, Ohio. 


Item 62 


Catalog on blasting agents 


Here is the 1959 edition of the 
Hercules booklet on _ explosives, 
blasting agents and blasting sup- 
plies. New blasting agents de- 
scribed include Dynatex, Kanite 
and desensitized high explosives. 
Included in the 82-page catalog is 
a two-page summary of the prop- 
erties of these explosives and an 
index to a complete description of 
each. Hercules Powder Co., Dept. 
HA, Wilmington 99, Del. 


Item 63 


Home sundries gondola deal 


Here’s a self-service merchandis- 
ing gondola offered free as part of 
an assortment of Boyer household 
chemicals. The merchandiser gives 
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the dealer 15 ft of shelf space in 
only 31%4 sq ft of floor space. It is 
86 in. wide and 14 in. deep. With 
the purchase of $110 worth of 
Boyer products selected by you 
plus $49 for the gondola you get 
$60.60 in free goods, offsetting the 
gondola’s cost. Boyer Chemical Co., 
Dept. HA, 1611 Church St., Evans- 
ton, Ill. 


Electric hedge trimmer 


In the Jan. 29 issue of HARD- 
WARE AGE the price of Little Won- 
der’s 16 in. electric hedge and 
shrub trimmer was _ incorrectly 
listed for $49.50. The correct price 
of this model is $59.50. This light- 
weight and well balanced unit has 
two bevel edged chrome-vanadium 
steel cutting blades and a ball bear- 
ing 1/15 hp. AC-DC motor. Little 
Wonder, Inc., Southampton, Pa. 

















/ Multi-Purpose 


GUN TACKER KIT 
a Pee eee 4. NEW ATTACHMENTS 


Featured Value for IRHA HARDWARE WEEK 


SHOOTS A SWE & > Sf 


wherever — oS 
drive a "~Y 


SELL KIT INTACT or 
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Here's the amazing, new kit consumers have been asking 
for! A multi-purpose gun tacker kit with 1001 fastening uses 
— the perfect gift for do-it-yourselfers! Now, with the addi- 
tion of 4 brand new attachments, the new, enlarged Arrow 
T-5OMP offers you a bigger sales and profit potential than 
ever before! 


The perfect gift item 


PRE-SOLD TO MILLIONS IN HOME AND INDUSTRY 
THROUGH HEAVY NATIONAL ADVERTISING 
IN THESE LEADING CONSUMER MAGAZINES 





BE READY TO MEET THE HEAVY DEMAND — 
ORDER FROM YOUR JOBBER TODAY! 


Sold Only Through the Trade 


MRROW FASTENER [0../NC. 


One Junius Street * Brooklyn 12, N. Y. 


In Canada: Lightstone Sales Co., Inc.—Montreal 





“. ANY way YOU SELL IT 


__ a. 
130 
THERE’S MONEY TO BE MADE! 





If each item sold individually 
Retail Value... $19.50 


SPECIAL KIT PRICE...$17.50 








Another Featured Value 


for IRHA HARDWARE WEEK | ME 


JUNIOR STAPLE GUN 


A Light, Handy Staple Gun 
for a Mass Household Market! 


The ideal gift item. 








Want more facts? Circle 156, p. 111 
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Signs in front of store attract pedestrian and qutomotive traffic to Lawn and Garden Clinic. 


sot SRAM OOS 205 


To get more Spring traffic: 


put on a Lawn and Garden Clinic 


Here is an 8-step program that promoted 


early Spring traffic with sales in the first two hours covering cost of the clinic 


“T covered my promotion costs of this Lawn 
& Garden Clinic in two hours,” was the happy 
comment of Horace Miller, operator of Theo. 
M. Griffith & Son, Downington, Pa. 

A Friday and Saturday were Clinic Days at 
Griffith’s. Mr. Miller was all smiles as he dis- 
cussed his financial success at the end of the 
first day. That was Friday. On Saturday the 
six regular sales people needed help to handle 
traffic. Three part time workers pitched in. 
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And, before the day ended Griffith’s more than 
tripled its normal two-day sales volume. 

How did all this come about? 

It started when Mr. Miller purchased a quan- 
tity of fertilizer. How was he going to sell it 
fast? Sure, he made a good buy, but he had 
to turn it over to make it pay. 

Solution: A Lawn & Garden Clinic. 

What does a clinic do for a $165,000 a year 

(Continued on page 120) 
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MACKLANBURG-DUNCAN CO. 
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Never rust, tarnish or need polishing! 


Choice of 5 Color Combinations 


No. BG-501 No. BB-502 


Black Lid ) Black Lid 
on Gold Box “on Black Box 


; at i .. a ae No. AA-504 
Extra- i i = ‘ec & ; Anodized 
io" Bit arr =. ~~  °&iNo«. ~GG-503 4 Aluminum 
| rac age , + ae Gold Lid Lid on 
No. GB-500 8l/, high, _ \ Gold ag " Aluminum 
Gold Lid on 63/4" deep B 
Black Box 


eeeeeoeeseoeee Hi eeee eeeeeeoaoeooooooooooeoeoeeoeeeeee eee e 
' 
¥ 
. 2 


engraved 
name plate 
available with every box! 





No. GB-700 
Gold Lid on Black Box 


Extra heavy fame, feos K | M G 5 j Z E 
gauge aluminum. (ips & Lo fy 
Meets govt. specs. |HAy 7 | 4 1634" wide x 84" high x 634” deep 
for No. 1 size. 3 ~ ae 

lifetime Anodized |& 


finishes, plus nat- = 6 Big enough to hold 


ural aluminum. i Permanent | . 
Packed 6 per Anodized £ largest magazines! 
carton. brass color Ph 


ALBLACK ALBRIGHT ALACROME Here's the answer to your cus- 

Permanent Permanent Permanent No. BB-702 tomer s demand for a big, roomy 

Anodized Anodized natural Black Lid mail box! Packed 6 per carton— 
black color chrome bright = on Black Box all same colors or assorted. 

inis 

M-D MAIL BOX HOLDERS Pas 


Fit all standard rural mail boxes. 
Sturdy. Rust-proof. Easily installed. 


No. 44 | a Pall. No. AA-704 No. BG-701 No. GG-703 
—— Anodized Aluminum Black Lid Gold Lid 
wood posts. j ENS ENN | Lid on Aluminum Box on Gold Box on Gold Box 
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To get more traffic next Spring: 


put on a Lawn and Garden Clinic 
(Continued ) 


Supplier's demonstrator explains lawn care products 
to prospective customers. 


Mass displays set up along aisles for impulse selling to cus- 
tomers going through store to Clinic on rear parking lot. 
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business like Griffith’s? What can a clinic do 
for you? Here are some answers. 
Clinics: 


@ Create traffic. The fact you are advertis- 
ing and promoting more than usual means 
you'll attract more attention to your store. 

Extra attractions and free services draw in- 
terest from casual observers. Offer door prizes 
and free soil tests. Customers will come in to 
see what all the hullaballoo is about. Once 
these prospects are in your store you have an 
opportunity to sell or lay the groundwork for 
future sales. 


@ Carry your sales messages to more people, 
quicker. You’ll make more sales in less time. 


@ Boost sales in all departments. Clinics 
create more customer interest and activity. 
Every garden enthusiast needs hardware and 
housewares. 


@ Help upgrade sales. Demonstrations at 
clinics upgrade lawn and garden item sales. 
Folks will want the better results they can 
get from quality products if you sell them. A 
clinic gives you or your suppliers’ salesmen 
an opportunity to show them. 


@ Increase repeat business. Customers will 
remember your store as a lawn and garden 
center long after clinic day. They’ll come back 
for more seed, supplies and advice. Each 
return trip exposes these customers to your 
other departments and your salesmanship. 


Griffith’s manager had already discovered the 
value of holding a Spring promotion. Four 
years ago he held a three week sale. Sales 
more than doubled then, without a clinic. 

As for holding a clinic—‘‘Any dealer can do 
it,” says Mr. Miller. 

Griffith’s has 12,000 sq ft of selling space, 
but any store can display and promote for 
spring, within the limits of its space, and make 
a clinic pay. 

For instance, Griffith’s didn’t use a single ex- 
tra square foot of garden supply display space 
for this year’s promotion. Everything was set 
up in a rear parking lot. 

Foot traffic from a main street had to go 
through the store to reach the demonstrations 
and other attractions. This was an ideal set- 
up from a merchandiser’s viewpoint. Traffic 
flowing through all store departments was 
bound to notice other items of interest. 

Lawn & Garden Clinics don’t just happen. 
They have to be planned, promoted and fol- 
lowed through. Here are the steps taken by 
Griffith’s: 

(1) Quantity purchase of fertilizer. 

(2) Decided on clinic and set the dates. 

(3) Contacted suppliers by phone and mail. 
Arranged with them to have salesmen on hand 

(Continued on page 122) 
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SCALES - HAMPERS - VANITIES 
BASKETS - BRUSH HOLDERS - TISSUE HOLDERS a 


THE SMASH SUCCESS LINE OF ‘59! 


It’s the greatest line in Detecto history. Offers the DETECTO 3-in-1 combination storage hamper—even at 
most variety, news, and proven items— plus the  $19.95* retail, sales are up 40% 

famous Detecto name to sell ’em for you! Detecto DETECTO HAMPER ENSEMBLES, proven builders of 
enjoys tremendous acceptance among customers ™U!tiple sales—stunning displays in radiant vinyls ae 
everywhere—the result of 59 years of leadership. ee tone sent meal beeen han 
Order, feature, sell Detecto, your resource for the 

fastest-sellers in scales and hampers. Here are 

some examples: there's 

DETECTO 99, watchmaker accuracy, easiest-to-read bath 

scale ever made, weighs perfectly even on rugs, uneven floors only one 

DETECTO 790H, fast-moving handle scale with a sensa- 

tional volume-building record 








Detecto Scales, inc., 540 Park Ave., Brooklyn 5, N. Y.* Since 1900 


For complete information, write Detecto Scales, Inc., or contact representatives—Baltimore, Md.: A. Littlejohn * Birmingham, Ala.: R. Custred * Boston, Mass.: J. McElroy 
Chicago, Ill: W. Jacobson + Dallas, Texas: D. U. Parker * Denver, Colorado: J. Ramsey * Kansas City, Mo.: R. P. Ingram * Los Angeles, Calif.: J. J. Firestone * Memphis, Tenn.s 
T. J. Carroll « New York: J. Goldner, F. Daub » San Francisco, Calif.: Wagener & Swanson « Seattle, Wash.: P. N. ‘Smith + Toronto, Canada: Diwalt Sales 
Want more facts? Circle 158, p. 111 
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NEW 
PROFIT MAKERS 
FROM 


nbogast 


famous for top-selling, fast-moving 
Hawaiian Wiggiers®, Hula Popper®, Jitterbug® 


2 NEW LURES 






| 7" 
SKINNY-MINNY® 


Imitates small fish feeding on surface. 
Rear spinner whirls and splashes . . . 
attracts hard strikes. Tinned hooks. 
%, % ounce. Four colors: Yellow, 
Scale, Blue Mullet, Coach Dog. 
Packed 12 to self-display carton. 
Retail—$1.35 each. 





SCOOTER® 


Zig-zags through water like excited 
small food fish. Slow sinker. Tinned 
hooks. % ounce. Four colors: Red 
Head with White Body, Red Head 
with Yellow Body, Green Scale, Blue 
Mullet. Packed 12 to self-display 
carton. Retail—$1.35 each. 





Powerful national CONSUMER 
ADVERTISING CAMPAIGN in 
leading Outdoor Magazines stimulates 
sales, pre-sells Arbogast lures, helps 
make greater profits for you. 


SEE YOUR JOBBER TODAY! 
Write for FREE COLOR CATALOG on 


Aubeg 


ast 
“BAIT OF CHAMPIONS” 
FRED ARBOGAST COMPANY, INC. 


Dept. HA, 313 W. North St., Akron 3, Ohio 
Want more facts? Circle 159, p. 111 


122 ¢ HARDWARE AGE, March 26, 1959 





To get more Spring traffic: 


(Continued ) 


with displays and demonstrations. 

(4) Established free soil test as 
a main attraction. Fertilizer sup- 
plier provided this feature as part 
of its display. 

(5) Established door prize. This 
was also provided by a supplier at 
no cost to Griffith’s. The first cus- 
tomer to make a purchase after a 
preset alarm clock went off, won 
the prize. 

(6) Gathered ad mats regularly 
distributed by suppliers who split 
the cost 50-50 with dealer. These 
mats were combined into large ads 
for promoting the clinic. 

(7) Advertised in local papers. 
In preceding weeks two small ads 
appeared in the Downingtown Ar- 
chive, West Chester Daily Local 
News and the Coatesville Record. 
Full or half page ads ran in each 
paper on the day before the clinic 
opened. 

(8) In-store promotion and word 
of mouth advertising. Garden sup- 
ply signs and streamers were dis- 
played in the windows and through- 





out the store. They told of the com- 
ing event. Sales personnel men- 
tioned the big day to everyone 
within hearing distance. 

Total cost of promotion—$150. 
Cost covered in two selling hours. 

Mr. Miller did not lay in extra 
stocks for this promotion, aside 
from the fertilizer that started the 
whole thing. He normally carries 
a large supply of seed, equipment, 
fertilizer and insecticides to sup- 
ply this gardening minded com- 
munity. 

A lot of seed was sold on Clinic 
Days. Most of it was measured out 
from the loose seed bins at the 
center of the store. These bins have 
been a trade mark of Griffth’s 
down through the years, and most 
garden supplies are located adja- 
cent to them. 

The 83-year-old Theo. M. Griffith 
& Son hardware store is owned by 
Mr. Miller and his wife, Sarah. 
Her grandfather founded the store. 

Since they took over about five 
years ago, the store has grown 
from a $60,000 a year business to 
about $165,000 a year. 

According to Mr. Miller, pro- 
motions such as Lawn & Garden 
Clinics have been responsible for 


much of the business success 
Griffith’s has enjoyed in_ recent 
years. @ End 


Here, window clinic signs are tied in with outdoor display of 
lawn and garden equipment. 
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[TO SOLVE YOUR LAWN 
GARDEN PROBLEMS 





¢) Precision engineering that keeps 
oy ON Selling after the sale is made. 


What are the 5 promises that 
only sprinklers 


can make to you—and keep ? 


Superb styling that stops traffic and 


begins the sale 6) A price range that in- 
e 2» sures trade-up profits 


year after year, 


H-700 DELUXE TWO-ARM WATERS 
CIRCLES 35’ ACROSS $2.95 


44 THREE-ARM SPRINKLER 
NATERS CIRCLES 40’ ACROSS 
$ 3.95 


H-735 SQUARE SPRINKLER 
WATERS SQUARES 35’ x 35 
$2.95 


/ 


Scé your Seovill salesman now. And 


look. for the complete Green Spot lin miele) si ae 


hl Llardivare [Re tarile rs Catalog Serv 
ice an AY, published ay May. 
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er oe Worthington Co. buyer 
Ondor NAILS" awarded Gates plaque 


: The Gates Rubber Co. 1958 Mer- 
Onder TACKS from B Company ATES 


chandise Management Award has 
been made to Merle E. Miller, 
—aeccc, doesn’t 
Ondon BRADS for 


buyer for the George Worthington 
Co., Cleveland wholesaler. 

The award was made to Mr. Mil- 
ler on the basis of “steady applica- 


k tion of such sound merchandising 

ne ell Ma e ! principles as profitable turnover, 

Dido RIVETS from, D Company merchandise availability, and sales 

WY , sense promotion” stated Charles Korso- 
| est: ski, Gates vice-president. 


a eet OO GN é e “ ai ; 
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Ondov STF PLES fV¥ en 


This 
ELC ear agit gray 790 gm 
sense 





center, of the George Worthington 
Co. On left is John Schairer, market 
manager, and on right is Bill Day, 
hardware fiela manager, of Gates 


Rubber. 





Stock complete-line ATLAS ... | Seascape in windows can 


help sell boats, motors 


it makes good dollars and sense! When you use the right at- 


mosphere in a window you can 
pull more traffic than with a win- 


Standard of the industry since 1810, the full Atlas dow limited to merchandise. 


line is equivalent to roughly 12 scattered sources 


of supply. By using this ome source you eliminate A southern firm wanted more 
11 extra orders, 11 extra invoices, 11 extra ship- people to stop and look at a win- 
ments, 11 extra brands to inventory. And these eco- dow featuring an outboard boat 
nomies can actually increase your profits as much and motor. A seascape painting 
as S%! was installed for a background 


Yes, it makes good sense to specify complete-line | nd the boat was mounted on sim- 
Atlas. You get top quality at competitive prices, | ulated waves. The waves were 
uniform “family” packaging, modern displays... | made of scrap wood, braces, poul- 
from one source. You save time, trouble, and try netting and papier maché. 





Stock the line in the ' . , : 
famous Red Boxes money : Waves were finished in white 


lacquer mixed with glue to give 
sparkle to the waves and make 
TACK them look as if sunshine were 

striking them. 
ahs CORP. Large cutout letters told cus- 
tomers that the boats and motors 
e FAIRHAVEN, MASS. ¢ HENDERSON, KY. | ‘ould be bought on easy-payment 

plans. 


Want more facts? Circle 161, p. 111 
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extra fall business 
in CABINET LOCKS 
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THESE EYE-ARRESTING DISPLAYS 


stop shoppers in their tracks 
... spark the “buy” urge be- 
fore they can go by. Each 
display features a popular, 
fast-moving assortment... 
one in cabinet locks for the 
home handy man... one in 
padlocks for school children, 
campers, boaters plus home 
hobbyists. 


oe 
é '9 Both displays are made of attractive, durable Masonite. 
® Depressions on padlock display hold padlocks snug to the 
board. Padlock Display No. 57 features 7 popular, top-value 
padlocks: P45, P55, P65, P75, P95, P904 and P65P. Cabinet 
Lock Display No. 510 carries 10 fast-selling products: 
locks, Nos. 590, 02066, 02065 and 020681, ; 702B for ward- 
robes, cupboards, cabinets and drawers; lock no. 34 for 
chests and boxes; lock no. 1835 for trunks, chests and tool 
boxes ; draw pull catches, nos. 15641C, 15642SC and 15250C 
for chests, etc. Fall in for extra profits now. Order these dis- 


plays today from your Corbin Cabinet Lock representative. 


CORAIN CORBIN CABINET LOCK DIVISION 


{)\|" The American Hardware Corporation, New Britain, Conn. 


Want more facts? Circle 162, p. 111 
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STARRING today . the 


nations most interesting 
homes! Your most profitable 
cabinet hardware line! 


STAR'S | 


Americana 


Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper 
Nickel or Prime Coat. 


SWEPT-WING 
HINGE 


#519 

Flush Type 
2516 
Semi-Concealed 


H hn 4 %", '”", 











2518 
Offset Type in %" 


OVAL HINGE 
; #522 
Flush Type 
#520 
~e?. ue 
ype in of "", 
%,"", ¥,"" 
7521 
Offset Type in %"' 


V-PULLS (with concave center) 


2595 
3'' Centers 
(not avail- 


KNOBS & BASES 


#597—1'/."" Knob 
#597—2"' Knob 
#510-B—2'/,"" Base 
#510-B—3'/,"" Base 
(may be purchased 
separately or in any 
combination 


desired—not avail- 
able in Nickel) 





ALWAY MAGNET 


CATCH 
#232 


Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 






Ask for complete 
catalo & price 
list TODAY. At- 
tractively finished 
Birch Plaque 
11/2" 15/2" x 72" 
to display 
mounted samples 
available upon 
request. 


O 
STAR METAL eee 


380 Butler street, Broo 








Sold through wholesalers only 
Want more facts? Circle 163, p. 111 
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Old store goes modern 


along elassic lines 


Here’s what can happen when a dealer sets 
out to go modern while clinging to 
the charm of an era that is history. 


Traffic passing on the busy road in front of Grimshaw & Palmer 
Hardware, West Hampton Beach, L. I., N. Y., slows into low gear 
when passing the new store. 

The picture above shows why, for the store has the look of 
colonial America. It also has every functional modern device for 
complete customer service. The two elements have been success- 
fully wedded in this unusual store. 

Grimshaw & Palmer is in its 60th year in the same trading area. 
The new store is near the site of the old one. No trade was lost 
in the recent move, and a lot of new trade has been gained by the 
lure of the classic store exterior. 

The early American look has been kept inside, too, yet the inside 
has every modern convenience for customers. In an important 
traffic location of upper middle income trade, the store has its 
own 20-car parking lot. It has 4000 sq ft of display area. 

The owners, Mr. and Mrs. Paul E. Nevins, are pleased with the 
store in several ways. They wanted a distinctive store, and they 
wanted to reflect the personality of early America. They got what 
they wanted, and a wave of new traffic to boot. 














Built along the fine lines of early American architecture, this new store 
stops trafttic. 

































Tonic for Spring-Time Portable Sales and Profits! 
ry 


2 
“py MST || Arvin presents 


, f--/ Z| two new, high-quality, low-priced 
" all-transistor portables 


Arvin’s superior engineering is a powerful selling force—because radio 
customers want the assurance that a reliable reputation gives. With these two 

I new models you can offer a total of seven all-transistor Arvin portables, 
covering the market from $29.95* to $79.95*. 
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+ — Si, | Distinguished two-tone cabinet in choice 


= a oe 


+ — | of Siamese pink or charcoal with contrast- 
\:==S== ~ 2 ing off-white face. Brass-tone trim and 
== folding handle. Reflex audio transistor 

stage produces superior tone quality and 
peak performance. Uses only four “‘C” 
flashlight cells with estimated 100-hour 


life. Size 7” x 5” x 2\4’. 
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*Prices slightly higher 
far West und South 


Se yin 


NATIONALLY ADVERTISED 


—— 


Seven-transistor table-portable 


Brilliant new styling in three striking color 
combinations: gray with gold-flecked white face; 
charcoal with black face; off-white with gray 
face. Stands upright as a portable, or lies flat 
as a table model. Two-way dial for easy read- 
ing in either position. Seven - 
premium-quality transistors 
plus two germanium diodes for 
unexcelled performance; auto- 
matic. volume control; push- 
pull output; 3-inch speaker; 
earphone plug. Uses four ‘“‘C’”’ 
flashlight cells with estimated 
300-hour life. Size 7’x5’x24’. 























OTHER ARVIN RADIOS— PORTABLE, TABLE, CLOCK, 
STEREO— 23 MODELS, $16.95 TO $100.00* 


Electronics and Appliances Division « Arvin INDUSTRIES, Inc., Columbus, Indiana 


Arvin also manufactures Phonographs, Portable Electric Heaters, Fans 
Car Heaters, Ironing Tables, Leisure Furniture, Barbecue Grills 
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Here is a homeowner’s first-hand report that 
the trend is to farm kitchen modernization 


Here is a first-hand report on 
the importance of selling kitchen 
modernization to farmers to bolster 
a hardware store’s appliance de- 
partment volume. 

The trend to farm kitchen mod- 
ernization was reported in the 
Merchandising Newsletter, Feb. 26 
issue, p. 14. After reading this 
trend report, Don Ross who is the 
field merchandising manager of 


Successful Farming magazine 
wrote to HARDWARE AGE as follows: 

“We contend that the door to 
farm home improvements is the 
kitchen door. For instance, a dealer 
walked into a kitchen and noticed 
worn linoleum on the counter, or 
workbench. 

“It didn’t take long to sell the 
idea of repair, but from repair he 
went to modernization. He sug- 
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MANUFACTURERS OF NIGHT LATCHES, PADLOCKS, DOOR KNOBS, KEY BLANKS AND BUILDERS’ HARDWARE SINCE 1922. 
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gested Formica instead of a 
patched linoleum job. He suggested 
a new rim for the sink; then a 
new double sink; then a garbage 
disposal; then new plumbing; then 
an electric fryer; then paint; then 
modernizing the downstairs half- 
bath. 

“This is only the beginning, for 
a new refrigerator must be had 
and the old washer broke down so 
a new one is being considered. 

“This isn’t fiction, for it is hap- 
pening in my own home.” 

Incidentally, Mr. Ross points out 
in his letter a garbage disposal is 
a wanted appliance in the farm kit- 
chen, even if the farm is overrun 
with hogs. 

“T never talked with a farm home- 
maker who didn’t want a garbage 
disposal,” Mr. Ross writes. 

“Hogs and poultry are fed scien- 
tifically. Scraps and garbage bring 
disease, cut production, and draw 
rats.” 


Outdoor cooking school 
introduces a new patio 


Cooking schools are used by 
many hardware dealers to build 
big-ticket store traffic. 

When a western dealer opened a 
patio for outdoor display next to 
his parking lot, he held a barbecue 
cooking school. 

The school attracted 2000 people 
to see demonstrations of barbecue 
cooking and to look at other out- 
door lines during its opening 
days. 

This cooking school is now held 
several times in the season to 
build traffic. 


Bulky items should be 
shown for all to see 


Where do you display bulky 
lines such as fertilizer, grass seed, 
lime and plant food? 

If you show them up front where 
all customers nearly trip over them 
you will remind each one about 
them. 

This idea will turn demand items 
into impulse sellers. 

Show them on platforms near 
the main entrance and just a few 
inches off the floor and many cus- 
tomers will pick them up to take 
them out to their cars. 











Better made... better selling... 


HARDWARE of Du Pont ZYTEL 









ALUMINUM WINDOW HINGE is pinned at the joints by 
parts molded of Du Pont Zyrtev. Strength and resili- 
ence of ZYTEL permit permanent cold fastening. Pins 
never need oiling. (““Riv-pin” manufactured by Se- 
curity Plastics, Inc., Hialeah, Fla., under patents of 
K. B. Leonard, Inc., Miami, Florida.) 
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GARDEN-HOSE COUPLER outwears metal fittings 
four to one. Coupler of ZyTeL nylon resin comes in 
colors and is light in weight. It resists dragging over 
concrete, blows, heat and cold. The parts cannot rust, 
(Made by W. D. Allen Company, Chicago, Illinois.) 
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FLEXIBLE COUPLING made of links of Du Pont ZyTeL 
nylon resin outlasts metal chain coupling up to six 
times and costs 20% less to buy and maintain. The 
coupling is clean, quiet, corrosion-free. (Made by 
Morse Chain Company, Ithaca, New York.) 
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SERIES 102 SLIDING GLASS DOOR owes its 
extremely smooth and quiet operation to parts of 
ZYTEL. Bottom rollers of ZYTEL run on a track 
made of a special outdoor grade of the resin. (Door 
by Arcadia Metal Products, Fullerton, California.) 





You can depend on the performance of ZYTEL in any hardware 
product you handle. ZYTEL nylon resin is an extremely tough and 
abrasion-resistant material; it actually outwears metals in many hard- 
ware items. It’s used in plumbing products, replacing metals such as 
brass. ZYTEL can’t rust, is far lighter in weight than metal, withstands 
heat and can be used to make watertight seals. Sturdy electrical hard- 
ware, too, is molded of Du Pont ZyTev nylon resin. 

For additional information about ZyYTEL® nylon resins write today 
to: E. I. du Pont de Nemours & Co. (Inc.), Polychemicals Depart- 
ment, Room Z-193, Du Pont Building, Wilmington 98, Del. In Canada: 
Du Pont of Canada Limited, P.O. Box 660, Montreal, Quebec. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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SEND FOR CATALOG, § 
DISPLAY INFORMATION & 
AND JOBBER’S NAME 
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TITLE 





COMPANY 





STREET 





CITY/STATE _ re ET ern S 
en 


BIG i 


IMPULSE. | 


VISE 


SE LLER 








Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they’re shown on this eye-catch- 
ing merchandiser. Unit given free 
with order of 5 Simplex utility 
vises (V-5 Deal): your cost $37.90; 
' your profit $11.56. Sell the high i 


profit, fast turnover line. 


| Desmond | 
| Simplex | 


The Desmond-Stephan Mtg. Co. 
Urbana, Ohlo 

ie 
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Editor’s Note: We have published 
in HARDWARE AGE a number of let- 
ters from dealers critical of the 
SBA small business loan program. 
Here is a letter from a Texas deal- 
er that is complimentary of SBA. 


Dear Editor: 

We are a small independent deal- 
er in Dallas, Texas. 

We wanted to expand our busi- 
ness, so in March 1958 we went to 
the SBA office here, told them our 
problems and requested a loan of 
$20,000. 

These SBA officials were very 
considerate of us. 
application for the loan, through 
our bank. We received the check 
on the date we wanted the loan to 
begin. 

This loan was not as routine in 
its handling as I am accustomed to 
with 90-day paper at the local bank. 
But we must remember that a lot 
of things can happen during the 
five year period of the loan. 

We feel that the SBA has given 








We made forma! | 


us an opportunity to try and reach | 


our goal. It would have taken much 
longer and would have been much 
harder to get this job done any 
other way. 

We are grateful to the SBA. 





Sincerely, 
A dealer 
(name withheld) 
Hardware, 
Dallas, Texas 


Back door leakage 


Dear Sir: 
I would appreciate having five 


copies of the editorial “Back Door | 
I intend to | 


Leakage” sent to me. 
have extra copies made and sent 
to all my representatives in the 


ee 


LOOK, ... 


WON'T SPILL! 
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“Twin Grip” 
TACKLE BOX 


e Exclusive “Twin-Grip”’ 
Feature Positively Pre- 
vents Accidental Spilling 
when Lifted by Handles. 


Here’s a totally new and different 4 tray 
tackle box . .. a rugged, streamlined 
beauty that’s BIGGER, ROOMIER and SPILL- 
PROOF too. So if you are looking for a 
way to boost tackle box sales and allied 
tackle sales this year, then the new 
UNION “8817” is your answer! 

Advance dealer-customer reactions 
indicate that the UNION “Twin-Grip” 
will be this year’s sales leader. This 
means heavy demand on jobber stocks. 
We suggest that you place your orders 
early. 













4 owes at 
gins 10 a" - rays in 


Jobbers! Dealers! Write for 
literature and prices on the 
new UNION ‘“‘Twin-Grip.”’ 


UNION STEEL £HEST cone 
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152 VIGh@K tools 


exactly match 
recommendations of the 


neha, Turnover Handbook! 





Listed in the new NRHA 


Turnover Handbook, as essential 































































( , item Basic Inventory 
fast-selling stock items, are 152 different Description Types 
tools and tool sets of the styles 
and types made by Vichek. HAMMERS 
These are of top quality, ~— at 3 
priced to meet any competition. Tub a St, BA ai ates Bias 
They are nationally advertised, backed Wend een. Se ee Le 7 
by NRHA-approved displays and ae oe ee ee 5 
a full assortment of modern sales aids. ee, © oR Cee Fee 
auaaieies Bricklayers . 2. 2. 2 2 se ee ee 3 
0 ae ee eT ae ] 
SS ee ee ee ae 2 
CHISELS and PUNCHES 
Lee ee ee 13 
<a eee ee ee ee ee ee ee ee ] 
SCREW DRIVERS 
Open Stock (Regular, Phillips, 
Screw Holding, Offset) . .... 26 
ee ee ee | 
PLIERS 
Combination, Cutting, Lever Jaw . . 15 
ADJUSTABLE WRENCHES 
a ar or @en ON 6 6 6 «© 6 # * 9 
OPEN END WRENCHES 
Open Stock (%4"” tol”) . . . 2 es 11 
ee eo 6 ge ee ew ein oe 2 
BOX WRENCHES 
Open Stock (%” tol”) . ..... 6 
EE a ee eee ee ea 1 
COMBINATION WRENCHES 
Open Stock (¥%” to 1%") . . ws 12 
Ee ee 2 
SOCKET WRENCHES 
TE « «¢ 6 « 6 © @ @ #.* 19 
Dn <« 6 6 e'¢ &¢© 6 @ «8 9 
NS a al ea ee ig) a ee @ ule 3 








VLCHEK TOTAL .. 152 


The Vichek. Tool Co. 


Cleveland 4, Ohio 
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Ask your Wholesaler 
Salesman today for complete 
information on these Vichek 
Fast Turnover Items. And, see our 
next advertisement for full 
data on new Vichek sales displays. 
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city, state and national assemblies. 

It’s about time the government 
should be run on a _ businesslike 
basis instead of a statesmanlike 
basis. 





(Continued ) 


Sincerely, 
Geo. Malmad 
Sel Rite Store 
Brooklyn, N. Y 


Dear Editor: 

My congratulations to you on the 
outspoken and courageous editorial, 
“Back Door Leakage.”’ 

Would you be good enough to 


send me a few copies to send to my 


friends? 
Yours truly, 
Milton J. Gale 
Keyport Hardware Co. 
Keyport, N. J. 


Dear Editor: 
Please send us the five reprint 








GASOLIL 


“are they buying 

them from you? 

Check it out right now! 
Write for 

color brochure. 
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copies of the “Back Door Leakage.” 
Thank you. 
Sincerely, 
Slavens, Inc. 
Cortez, Colo. 





Editor’s note: Many readers have 
asked for extra copies of the edi- 
torial, “Back Door Leakage,” to 
send to their Congressmen. We're 
anxious to help in the fight for a 
balanced Federal budget. Why don’t 
YOU help by sending copies to 
Washington? We'll gladly send you 
five reprints of the editorial with- 
out charge. 

The editorial appeared in the 
Jan. 29 issue, p. 7. 


‘‘not for small business’’ 


Dear Editor: 

We, too, have had the same ex- 
perience with SBA loans as some 
of your other readers. 

For example, we applied for a 
$10,000 loan to be paid back in five 
years. Our bank agreed to partici- 
pate at a 35 percent rate. We 
showed a net worth of $35,000 col- 
lateral, and as suggested by the 
SBA we had a co-signer with a net 
worth of $25,000. 

The SBA representative said, 
“You will surely be approved and 
your money will be available in 
about two weeks.” We finally re- 
ceived a letter saying that we had 
insufficient collateral and did not 
show sufficient ability to repay the 
loan. 

Two other retail stores in our 
town received SBA loans for $15,- 
000 and $75,000. These were stores 
doing from $150,000 to $300,000 
per year. 

The SBA certainly doesn’t seem 
to be for the small business. 

Yours very truly, 
A dealer 
(name withheld) 
Hardware Co. 
, Tenn. 





SBA said ‘**‘No”’ here 


Dear Editor: 

I read HARDWARE AGE, Jan. 29th 
issue, p. 60, regarding, ‘““What does 
it take to get an SBA Loan?” 

We went to the local SBA office 
in 1958, also again in Jan. 1959, 
asking for a loan of $20,000. We 
have a good inventory of around 








Adam Dunn says: 


“OUR ALUMINUM PAINT SALES JUMPED 21% IN 1958” 


Cook & Dunn’s president 
credits Alcoa label 


Cook & Dunn’s vigorous promotion of aluminum 
paint paid off in 1958 with a 21 per cent sales increase 
over 1957. Remarkable record until you look at causes. 
Here are three of them, according to Mr. Adam 
Dunn, president: 

1) C&D markets a top-quality aluminum line; 

2) ALcoa’s national advertising presells the customer; 

3) Every C&D container carries the ALCOA label. 
Yes, ALCOA promotes aluminum paint. That’s why 
dealers everywhere stock brands like C&D that are made 
with ALCoA® Pigments. The ALCOA label boosts sales. 
Millions of advertising dollars—spent in magazines, 
newspapers, television—have made it one of today’s best 
known merchandising symbols. 

Be sure this label gets prominent display on your 
shelves. The best brands of aluminum paint carry it. 
And only the best brands build business. 

ALCOA does not make paint, but ALCOA Pigments are 
used in more aluminum paints than any other brand. 
Special formulas have been developed by paint manu- 
facturers like C&D to solve individual problems. Paints 
made to these formulas actually cost less, last longer, 
give utmost protection against heat, cold, sun, rain, 
smoke and fumes. 

Write today for our two booklets, Painting With Alu- 
minum and Aluminum Asphalt Roof Coatings Make Time 
Stand Still. Use the coupon. 


“rrr Look for this label .. . it’s your guide 
i to the best in aluminum value 
ALCOA o ‘ 


For exciting drama watch 


ALUMINUM © “aicog Theatre,” alternate Mondays, 
“vemumues someany oransees ~ NBC-TV, and “Alcoa Presents,” 


a every Tuesday, ABC-TV 

















Aluminum Company of America 
1744-C Alcoa Building, Pittsburgh 19, Pa. 
Please send your free booklets: 


("] Painting With Aluminum 
[] Aluminum Asphalt Roof Coatings Make Time Stand Still 


Name 








ee es 


Company. 





Address 
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Gay... 
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MANUFACTURERS! 
WHOLESALERS! 
RETAILERS ! 


we have 
what you need 
oR t=) | Oe (@) 04 


ask 


about our ‘‘three-way- 
partnership’’ promotional 
programs that sell your 
merchandise in greater- 
than-usual quantities .. . 
at lower-than-usual cost! 


voLe Wielaicele (-t: 
for ALL 


1. MANUFACTURER 


We can give your Brand-Name that 





L ottore 





(Continued ) 


$35,000, plus nice fixtures, but we 
do not own any real estate. 

We have been turned down both 
times as we have nothing they can 
attach for a loan. They say that 
stock and fixtures can move so 
therefore they cannot loan on it. 
If we were buying a house, regard- 
less of amount we had payed into 
it, then they might consider going 
into the matter further. 

We want to increase our stock 
and have a little working capital, 
so we can take advantage of the 
special prices that the wholesalers 
give on merchandise at different 
times. 

We have invested all the capital 
that is in the family and need 
money to operate on, we could be 
a larger store if we had a reserve 
to call on. SBA isn’t helping folks 
like us. 

Yours truly, 
A dealer 
(name withheld ) 
Hardware 
, Idaho 





much-needed LOCAL-LEVEL advertis- | 


ing, plus in-store display, that youcan | 4 oomment on 


get in no other way. 


2. WHOLESALER 

We can give you completely-planned, 
seasonal promotion programs all 
wrapped-up in one volume-producing 


package that you can get in no other | 


way. 


3. RETAILER 

We can give you low-cost mass ad- 
vertising that (a) will sell goods (b) 
build vitally-important store traffic (c) 
make your store a really-important 


shopping place in your particular trad- 
ing area. 


WRITE, WIRE OR PHONE 
FOR DETAILS TODAY 


Meyer 
Merchandising 
Service, Inc. 

400 North Wells Street 
WHitehall 3-0698 
Chicago 10 
Want more facts? Circle 172, p. 111 
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| Dear 


New Customers,’ 


| predictions 
| growth of this industry are well 


| nerware 
one company’s trade mark. There 


' melamine and Melmac 


Editor: 
We have just read “12% 


’ 


From 
appearing in the 
Jan. 1 issue, p. 62. As one of the 
two manufacturers of melamine 


| molding compound, we are natu- 


rally interested in your analysis 
of the melamine dinnerware indus- 


try and your optimism for the fu- 


ture. We are confident that your 
for the continuing 


founded. 

A matter which disturbs us, 
| however, is the emphasis on the 
| trade mark “Melmac” as a designa- 

tion for this dinnerware. You have 
classified the entire melamine din- 
molding industry under 


is no indication in the article that 
there are at least 20 other mela- 
mine dinnerware trade marks on 
the national market. 





“Melmac” is the property of one 





SEYMOUR SMITH 


NAL 


SNAP-CUT Shears will please 
all your customers. Home own- 
ers will like their smooth, pow- 
erful cutting action and many 
gardeners will actually ask for 
SNAP-CUT Tools by name. Be 
sure you have these money- 
making tools in stock. 


Ask your jobber for 
the fast selling line...SNAP-CUT. 


And, ask him about our 
local newspaper promotion program. 


Cp cpm tas 


i 
A 


P.(I]]] SEYMOUR SMITH & SON, me. 
eataay Caan: Oakville. Conn., U.§. A. 
Sales Representatives 

JOHN H. GRAHAM & CO., INC. 

105 Duane St., New York 8, N. Y. 
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EXTRA 


“HOME IMPROVEMEN 


SALES 


for you with RELOKIT 


NEW QUICK TURNOVER, HIGH PROFIT ITEM for tapping the 
tremendous remodeling market. It’s the ILCO Relokit conversion 
set, designed for use on doors equipped with unsightly or worn- 
out mortise locks. Each set consists of a pair of attractive es- 
cutcheons, lock front reinforcing and finishing plates, a strike 
and all necessary screws. 


FOR INTERIOR OR EXTERIOR DOORS — Trim plates avail- 
able in two sizes: 10” x 314” for exterior doors; 744” x 3%” for 
interior doors. Available in bright Brass, dull bronze, bright 
chrome and dull chrome; also split finishes for bathrooms. 


BIG POTENTIAL — More than 30,000,000 homes are over 25 
years old — conservatively 300,000,000 doors that are potential 
Relokit installations. Related items — paint, brushes, cylindrical 
locksets increase the sale — and profits. 


EASY TO INSTALL 


ILCO RELOKIT is an ideal item for do-it-yourselfers. Merely 
remove the old lockset and bore for the new cylindrical lock. 
RELOKIT plates cover all old holes and blemishes. An ILCO 
QUICK BORING TOOL makes boring easy, quick and accurate. 


O/ 


iLcO 


GIVES OLD DOORS A NEW LOOK 
MODERNIZES A DOOR IN MINUTES @ EASY 


TO INSTALL @ 


COVERS OLD BLEMISHES 


COMPLETE INSTRUCTIONS INSIDE 


FREE 
DISPLAY 
catches the eye and 
tells the story at 
a glance — packs 
maximum sell into 
minimum space. 
Packaging is color- 
ful, attractive. 
Display and mount 
are yours FREE 
during limited in- 
troductory period. 
You pay only for 

the hardware. 


Full details from your jobber or write direct to us. Stock up now 


and let ILCO RELOKIT increase your sales and profits. 
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INDEPENDENT LOCK COMPANY 


Fitchburg, Massachusetts 
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of the two melamine molding com- 
pound manufacturers (we are the 
other). The owner makes the name 
“Melmac” available to melamine 
dinnerware molders who meet cer- 
tain minimum manufacturing 
standards. The molders may, or 
may not, use it in connection with 





(Continued ) 


their own trade marks, as they see 
fit. Some use it and some don’t. 
The fact that some molders 
choose not to use “Melmac” with 
their own brand names is in no 
way indicative that their product 
does not meet quality standards. 


Some use their own name 


Those molders who do not use 
the Melmac trade mark do so for 
marketing reasons of their own, 
chiefly because of a desire to make 
their individual brand names dis- 





ENGINEERED 


=) 


AND STYLED WITH 


Ti YOUR CUSTOMERS 
IN MIND 


HEAVY DUTY 


32” CUT 


MODEL B-1600 


THE ULTIMATE IN 


ECONOMICAL 


24” CUT 


MODEL 68-1400 


HEAVY DUTY DELUXE 


25” CUT 


MODEL B-1500 





RIDING MOWERS 


ALL NEW SALES FEATURES 


® NEW! Touch of toe adjusts cut- 
ting height* 

® Modern sculptured styling; three 
models 

© Wider cut saves time 

® Minimum turning radius 

® Rear mounted long life 4 cycle 
engine* with more horsepower; 
heat and noise behind you; new 
muffler silencer 


® Readily accessible chair height 
foam rubber adjustable seat with 
back rest*; more comfort 

® Convenient auto type variable 
speed control 

© Blade and deck adjust together 
for more efficiency in cutting at 
any height* 

© Latest safety features 

*On 25” and 32” models. 


MUSGRAVE, INC., Manufacturing Engineers 


2755 Columbus Avenve 


¢ Springfield, Ohio 
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tinctive on the market. Those mold- 
ers who favor its usage with their 
brand names do so usually with 
the desire to benefit from the good 
promotion given the ‘“Melmac” 
name by the American Cyanamid 
Co. 

We hope this brief description 
of the merchandising situation in 
our industry will help to make it 
clear that ““Melmac” is one plastic 
material manufacturer’s trade 
mark; that the generic name of 
the basic material] used in all din- 
nerware in this field is ‘“mela- 
mine’; that some of the finest 
names in the melamine dinnerware 
industry exceed Melmac standards, 
but choose to build their own iden- 
tities while others find the Melmac 
tie-in suitable for their merchan- 
dising concepts. 

AS a service to your readers you 
might wish to mention some of the 
brand names represented in this 
rapidly growing industry. Some 
do and some do not use the Melmac 
brand name in conjunction with 
their own. The following list is by 
no means complete but they are 
names familiar to nearly every- 
body involved in dinnerware and 
houseware sales to the consumer 
market: Appolloware, Bootonware, 
Branchell, Brookpart, Fostoria, 
Lucent, Mallo-Ware, Ovation, 
Prolon, Royalon, Harmony House, 
Holiday, Lenoxware, Lifetime 
Ware, Russel Wright Residential, 
Stetson and Texas-Ware. 

Yours truly, 
B. R. Wardle 
Marketing Supervisor 
Plastics & Coal Chemicals Div. 
Allied Chemical Corp. 
New York, N. Y. 


A wholesaler tells 


his service story 


Dear Editor: 

The “Witte Story,” as described 
in an ad was originally published 
in the St. Louis Globe-Democrat on 
Sunday, Dec. 28, and in the St. 
Louis Post-Dispatch, Sunday, Jan. 
4. 

We, as a jobber, have always 
considered service the most impor- 
tant function of the hardware dis- 
tributor; and this is best accom- 
plished by territorial salesmen. We 
also would like to add that the most 





_p MORE SWINGLINE 
A155 STAPLE GUNS SOLD 
THAN ALL OTHERS COMBINED! 


WITH 

BUILT-IN STAPLE 
» EXTRACTOR AND EXCLUSIVE 
~PUSH-BUTTON LOADING PLUS HANDLE LOCK! 


et 





Here’s the staple gun all your customers want PRE-SOLD TO 
New! AUTOMATIC ... sales prove that!...and at a sensationally low | MILLIONS! Tie-in with 
cones aenenene $4.95! The rugged, heavy-duty steel SWINGLINE |  SWINGLINE’S Spring 


101 Staple Gun delivers as much driving power | oe 

Standthisnewdis- as machines twice its size and weight! Takes You get window stream- 
oe — the hie two staple sizes: 4/16” and 5/is”...performs actually a ph te 
register...or hang it. hundreds of tacking jobs including insulating, local publicity and na 
ona _wall.Remem- carpentry and upholstering! Gun positively tional advertising in 


, ) Saturday Evening Post 
poder ter» will not jam! Don’t delay. SWINGLINE offers Popular Mechanics. 


with SWINGLINE’s you immediate delivery — oe el na 
101 enables you to for immediate profits! Farm Journal & others 
automatically ll titi 

build a fabulous on all quantities, 


repeat business 3 colors! - . 
a  instaples! 
| we For complete information, contact 4 fd Cc » 


" WORLD'S LARGEST MANUFACTURER OF Long Island City 1, N. Y. 
STAPLERS FOR HOME AND OFFICE! in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
Want more facts? Circle 176, p. 111 
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in Fishing Equipment 


’ . >» sas »% . ; ss ya} . i 





cand be 





-—-- Se eed me 
eee ee fe Ke on 


r ree Oe Qa pe Ee 


— 
= ._ A 


4 eee et 


+ 








a 


- 


4 





ee eeeeeeeeeeeo eo eeeeeeeeeeeeeeeeeeeeeeeeeeeeee . 
CK >>») 


maaan CF.1-CLINTON 


| ' nin 
fy lh didi 
| iiss ss) Ua ta pe Lee 


IG SIZES 


: | Made to the most rigid specifi- :‘ Fast-moving All-Purpose Ribbed Polyethylene 
| cations by one of the nation’s 
ipe.@ leading producers of quality steel HOUSEHOLD MAT 
—— . .. part of the CFel with 1001 indoor and outdoor uses! 
ardware products line. 


¢ supplied in full-length 100-ft. rolls fs 
in 5 widths from 24" to 72”... mesh | f = 
sizes from 1” x 1" to 2” x 4". | = 

e individually welded joints provide :_ 
positive strength ... flush-cut stay 
wires ... fabric that is free from 
sharp edges, easy to form. 


e ideal for use in corn cribs, window 
guards, vegetable bins, flooring for 
cages and poultry houses, swimming 
pool frames plus other home and 
farm applications. 
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Adequate stocks assure quick delivery. 
Call the CF&I sales office nearest you. 


CF.1I-WICKWIRE 9 ft. x 30 in. 


HARDWARE PRODUCTS | | , 2:95 retail 








| 6 ft. x 30 in. 
THE COLORADO FUEL AND IRON CORPORATION STEEL. | 1.98 retail 


ts 

In the West: THE COLORADO FUEL AND IRON CORPORATION — a « ¢ 

Albuquerque * Amarillo * Billings * Boise * Butte * Denver * Ei Paso * Ft. Worth * Houston / é 

Lincoln * Los Angeles * Oakland * Oklahoma City * Phoenix * Portland * Pueblo* Salt Lake City : te 

San Francisco * San Leandro * Seattle * Spokane * Wichita f = ‘ 

in the East: WICKWIRE SPENCER STEEL DIVISION—Atlants* Boston > Buffalo | ; = j : 12 ft. x 30 in. 
6730 | a : a 3.89 retail 


e** eeeeeaeeee eeeeeeceeeeeeeeoeoeoeeeeeeeeeeee 


Chicago * Detroit * New Orleans * New York * Philadelphia 
7 


Want more facts? Circle 180, ¢ 111 


PROVEN in SALES! PROVEN in USE! ) 
Compare! Compare! Compare! | cS ‘ A “toon. 


-STRAIT—LINE> oe ee iFe 


E ‘ ” fa, . | 
self-chalking CHALK LIN maya — ee 
d 3 : BOX Now in New Soft-tone Colors Too! — ex counter, window 
an plumb bob -_ ) Everything’s new but the top-quality product! — movabie back board 
— Pe ene are eed) | Household Mat is all dressed up in a brand new, 
: Mies So I ay 4-color package...comes in a choice of three sizes! 
Watch this hot item move ... just display and see! 
@ 1001 USES! Carpet protectors, door mats, out- 
#125-50 |) door table covering, beach throw, more! 
$1.25 list with | @ TRANSPARENT PLUS NEW COLORS! Pearl Gray, 
50 foot line. Sea-foam Green, Sand! 
@ MIRACLE POLYETHYLENE! Trims with scissors, 
. cleans with damp cloth! 
# 125-100 with BIG PROMOTIONAL BACK-UP! National advertis- 
100 ft. line $1.50 list. | | ing, free sales aids! 


= CHOICE OF PACKAGING! Pre-packaged, pre- 
RUGGED! SIMPLE! DURABLE! priced in the popular 6 foot rolls or new as- 


Strait-Line Boxes are precision molded of light- | sorted size cartons — 12 or 24 to a case. 
weight aluminum alloy. They are long lasting, || Also available in 12 packs of 9-ft. x 30-in. or 


leak-proof, non-fouling and GUARANTEED 12-ft. x 30-in. rolls. Plus handy 50-ft. bulk roll; 
against all defects. | or 100-ft. bulk roll in dispensing carton. 


NEW STRAIT-LINE NO. 66 Profit BIG — Order From Your Distributor Today! 
ADJUSTABLE TRY-SQUARE: Samples and literature upon request, write 


A time saving, durable tool for 
carpenters, sheetmetal workers, 
builders and home shops. Long 


| lasting, thoroughly guaranteed. 
pg Mf List $4.80 each. 


STRAIT-LINE PRODUCTS, INC. Gering Products, Inc., Department No. HA-3, Kenilworth, N. J. 
P.O. Box 577, Costa Mesa, Calif. GARDEN and SPRINKLER HOSE * SUPER MAT © TIDY COV’R « TIDY-MAT SHELF LINER 
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The Most Advanced Line 
in Fishing Equipment 


Fishermen ask for Old Pal because 
of its quality . . . you should fea- 
ture Old Pal because it’s the most 
up-to-date line with new and 
exclusive items. 


New! 
Hand-E-Floater 


No. 14G10 Designed for 
use both as a carrier and 
a floater. Galvanized, one- 
piece, round. Capacity 
equal to standard 10-qt. 
2-piece floaters. 


Tow-Bucket 

No. 34G10 Bait can be 
towed without drowning. 
Cone-shaped lid reduces 
drag. Can also be used as 
a marker buoy. Two- 
piece, galvanized floater. 
10-qt. capacity. 


New! 
Oxy-Charger 
No. 22G10 A bubbler type 
bucket with a perforated 
—_~ air pressure cham- 
ver. Minnows keep alive 
for days. Galvanized; 10- 
qt. capacity. 
“NOW 63 
Wa ee QT aR 
“tad 
Old Pal 
Molded Fiber Bucket 
No. 806 ‘The ideal econ- 
omy bucket for minnows, 
crawfish and other live 
bait; waxed rim and 


bottom. Fiber buckets 4 
to 20-qt. capacities. 


Old Pal 
Plastic Spin Kit 


No. 370 New, exclusive de- 
sign. Can be used for spin 
‘ kit or tackle box. Opens 
from bot h sides. 16 compartments—9 on one 
side, 7 on the other. E quipped with belt loop. 
Measures 9 4 of f af & of 


Order the complete line of OLD PAL Metal 
and Air Feeder Minnow Buckets, Bait Boxes, 
Worm Cans, Minnow Traps and Plastic Lure 
Boxes from your wholesaler. 


Write for free illustrated catalog 


OLD PAL, INC., subsidiary of 


Animal Trap Company of America « Lititz, Pa. 
Pascagoula, Miss. e Fenton, Mich. ¢ Niagara Falls, Ontario 
Want more facts? Circle 177, p. 111 
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efficient way for the manufacturer 
to market his products (and be 
sure that they aren’t footballed or 
butchered) is through a hardware 
wholesaler who carries complete, 
well-rounded stocks, and distributes 
them by well-informed salesmen. 
Only in this way can the manufac- 
turer be assured that his merchan- 
dise is actually being sold, and not 
just placed in a catalog to be 
buried and forgotten. 
Cordially, 
Sidney Cohen, 
President 





(Continued ) 


Witte Hdwe. 
St. Louis, Mo. 


Editor’s note. The advertisement 
stated that “Service is nothing new 
at Witte ... but just for the rec- 
ord, we publish this ad to let every- 
one know where we stand.” 

The advertisement stated that 
the staff of 45 salesmen had as its 
primary function “to provide as- 
sistance and aid to hardware re- 
tailers’’ and closed with these prin- 
ciples: 

“During our long history of 109 
years, we have learned that two 
principles stand out like beacons 
above everything else to guide us 
in our business: 

“The first is: Our customer ts 
entitled to every possible service 
that is feasible for us to give him. 

“Second: The retailer must get 
his service through our salesmen— 
there is no better way. The sales- 
man is his primary source of in- 
formation. The salesman is neces- 
sary for his sensible and economi- 
cal purchasing. The salesman ac- 
tually is the guardian of his winter- 
esis. In our opinion the dealer can- 
not afford to be without him.” 


‘‘Buyers have been kind” 


Dear Editor: 

I can imagine that there will 
be many letters written to you by 
buyers on the subject of the edi- 
torial “Buyers and Salesmen” in 
the Feb. 26th issue, p. 8. 

I honestly must come to the 
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TURBINE ACTION! 


LAWN and GARDEN | SPRINKLER 


‘ EASILY CLEANED 

B CAN'T CLOG 

UNAFFECTED BY IRON 

: or CHEMICALS 
Hy SPRAYS UP TO 2,500 SO. FT. 


B ADJUSTABLE — can be controlled 
= for a tine mist of a heavy spray! 








LIGHTWEIGHT 
UNBREAKABLE 
COLORFAST PLASTIC 
ALUMINUM SPIKE 
ALL-WEATHER PROOF 
NEVER RUSTS 


COMPARABLE TO THE HIGHEST PRICED SPRINKLERS 
NOTHING LIKE IT FOR THE PRICE ON THE MARKET!! 
Pat. Pend. Made in U.S.A TM.Reg 


COMET METAL PRODUCTS CoO.. INC.. 
91-13 132nd St., Richmond Hill 18, N. Y. 


Want more facts? Circle 178, p. 111 








og Reler 2 tele): 
WIRE STRAINER 


EIGHT SIZES. 

many leading pump 
manufacturers use Strataflo 
as original equipment. 


Strataflo Foot and Check Valves 
end leakage troubles, save wear and 
tear on pumps and save their cost 
in service calls. They are ideal for 
jet-type pumps. Write for Bulletin 
301 and prices today. 

Order from your jobber. 


STRATAFLO PRODUCTS, INC. 


FORT WAYNE, INDIANA 


Wont more facts? Circle 179, p. 111 
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Made to the most rigid specifi- 

cations by one of the nation’s 

ee producers of quality steel 

- oducts . part of the CFel 
rdware ‘products line. 


e supplied in full-length 100-ft. rolls 
in 5 widths from 24" to 72”... mesh 
sizes from 1” x 1" to 2” x 4”. 


e individually welded joints provide 
positive strength ... flush-cut stay 
wires . . . fabric that is free from 
sharp edges, easy to form. 


e ideal for use in corn cribs, window 
guards, vegetable bins, flooring for 
cages and poultry houses, swimming 
pool frames plus other home and 
farm applications. 


IG SIZES 


Fast-moving All-Purpose Ribbed Polyethylene 


HOUSEHOLD MAT 


with 1001 indoor and outdoor uses! 





yo 
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Adequate stocks assure quick delivery. 
Call the CF&I sales office nearest you. 


HARDWARE PRODUCTS 
THE COLORADO FUEL AND IRON CORPORATION STESL 





9 ft. x 30 in. 
2.95 retail 


~ JUMBO 


tJ . 12 ft. x 30 in. 
6730 ~% - -£ 3.89 retail 


. 
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PROVEN in SALES! PROVEN in USE! 
Compare! Compare! Compare! 


w®-STRALT—LINES 


self-chalking CHALK LINE BOX — _ ee cuarta tpi 
and ee bob — 


6 ft. x 30 in. 
1.98 retail 


In the West: THE COLORADO FUEL AND IRON OO aos toon 
Albuquerque * Amarillo * Billings * Boise * Butte * Denver * El Paso * Ft. W * Houston 
Lincoln * Los Angeles * Oakland * Oklahoma City * toe Portiand * Pueblo * mSalt Lake City 
San Francisco * San Leandro * Seattle * Spokane * Wichit 

In the East: WICKWIRE SPENCER STEEL DIVISION— Atlanta* Boston* Buffalo 
Chicago * Detroit * New Orleans * New York * Philadelphia 
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Now in New Soft-tone Colors TOO! — ena counter, window 


displays. Re- 
Everything’s new but the top-quality product! pL aa a 


Household Mat is all dressed up in a brand new, 

4-color package...comes in a choice of three sizes! 

Watch this hot item move ... just display and see! 
| e@ 1001 USES! Carpet protectors, door mats, out- 

#125-50 |) door table covering, beach throw, more! 

25 list with | | @ TRANSPARENT PLUS NEW COLORS! Pearl Gray, 

90 foot line. Sea-foam Green, Sand! 

@ MIRACLE POLYETHYLENE! Trims with scissors, 

# 125-100 with cleans with damp cloth! 


| @ BIG PROMOTIONAL BACK-UP! National advertis- 
100 ft. line $1.50 list. | | ing, free sales aids! 


= @ CHOICE OF PACKAGING! Pre-packaged, pre- 
RUGGED! SIMPLE! DURABLE! | priced in the popular 6 foot rolls or new as- 
Strait-Line Boxes are precision molded of light- | sorted size cartons — 12 or 24 to a case. 


weight aluminum alloy. They are long lasting, | | Also available in 12 packs of 9-ft. x 30-in. or 
leak-proof, non- -fouling and GUARANTEED | 12-ft. x 30-in. rolls. Plus handy 50-ft. bulk roll; 
against all defects. or 100-ft. bulk roll in dispensing carton. 
a wa NEW STRAIT-LINE NO. 66 Profit BIG — Order From Your Distributor Today! 
ADJUSTABLE TRY-SQUARE: Samples and literature upon request, write 


ne . A time saving, durable tool for = Ri a" G 
~~ i( carpenters, sheetmetal workers, 

a builders and home shops. Long 

LOCKS AT lasting, thoroughly guaranteed. 


ANY ANGLE List $4.80 each. 


STRAIT-LINE PRODUCTS, INC. 
P.O. Box 577, Costa Mesa, Calif. 











Gering Products, Inc., Department No. HA-3, Kenilworth, N. J. 
GARDEN and SPRINKLER HOSE * SUPER MAT « TIDY COV’R * TIDY-MAT SHELF LINER 
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Cound HARDWARE WEEK SPECIAL HS-159 


You get 12 tubes of PLASTIC ALUMINUM 
plus 2 FREE “SURPRISE” TUBES in this 


= 
reasure Vest 











YOUR PROFIT MARGIN NEARLY 50% 
You get 12 big 5% oz. $1.00 tubes of DURO 
PLASTIC ALUMINUM, the original metal in putty 
form . . . the fastest selling fix-it item on the 
market today. DURO PLASTIC ALUMINUM can be 
imitated, but not duplicated. 


PLUS 2 FREE TUBES OF EITHER: 

DURO PLASTIC RUBBER, chemically vulcanizes to repair 
most everything made of rubber or canvas. Big 4 oz. tube 
only $1.00 OR 

DURO PLASTIC PORCELAIN, just the trick for a chip or 
nick. Repairs chipped or worn down porcelain. 134 oz. tube 
only $1.00 OR 

DURO PLASTIC ALUMINUM, The 2 surprise tubes are packed 


in your Treasure Chest carton. You're a winner with any 
combination. 
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\ 7: Retail Value ; FREE UPON REQUEST 
S ° [| Self-Selling Wire Display Rack 
de $14.00 [ | Display Card [] Window Banners 
gn 4 : o~ — : [} Envelope Stuffers 
2 As ample Applications 
POPUr as Dealer Cost Fill in and return the postpaid card 
LMECHANS | $7.20 ‘Picasscrnenshancenpdigenenamapenss carton. 





ORDER STOCK NO. HS-159 FROM YOUR JOBBER 


Th WO ODHILL Chemicat Co. - 1390 East 34th St., Cleveland 14, Ohio 


“Originators and World's Largest Manufacturers of Plastic Aluminum" 
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. « » there's nothing just like 
X-l-M FLASH BOND to make 
paint adhere firmly and longer to 
almost any type of surface. 
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eNO SANDING REQUIRED. It saves 
sanding and tacking off time between 
the primer coat and finish coat. 


+” 
oo 
7 


yy iy 
’ AUP pa | a , Gs “x 
@ ACTS AS A RUST INHIBITOR. When applied over 


slightly rusted surfaces or where loose rust has been 
removed it stops progressive action of rust. 


@ IMPARTS FLEXIBILITY TO FINISH COATS. Resists 
damage to finish due to weather changes. Helps to 
resist dulling, chipping, peeling, flaking. 















® 






Available in 16 of 
Spray Contoiners, 
Pints, Quarts, Gallons 
5-Gallons, Drums 





Ask about our 
Specioa' Dealer 
Assortment Pockhoage 
Ofer’ 


YOU CAN CONFIDENTLY RECOMMEND X-I-M FLASH BOND! 
It is not ‘just another primer’ .. . it's in a class by itself, has been for 
more than 20 years. Next time any customer asks you for something that 
will make paint ‘'stick,"’ will stop peeling, popping, blistering . . . confi- 
dently recommend X-l-M FLASH BOND. Ask about our Special Dealer 
Assortment and Sales Helps. 


H. FORSBERG COMPANY 


Want more facts? Circle 184, p. 111 
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CLEVELAND 14, OHIO 
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defense of the wholesale hardware 
buyers, as they always have been 
kind to me and have permitted me 
to see them even on the days when 
they had no calling hours. 

I honestly believe that the buy- 
ers should see salesmen every day 
from Monday through Friday. But 
possibly they can, for instance, 
have calling hours from 10:00 A.M. 
until noon and from 1:00 P.M. 
until 3:00 P.M. This would give 
them four hours for their own 
ordering and also their bookwork. 
It is very difficult for a salesman 
to arrange his itinerary in such a 
way that he is able to see all of 
the buyers in a given city. 

Just recently, I planned a trip 
and my salesman informed me that 
on the day I was planning to visit 
one of our prospects, they would 
have no calling hours whatsoever. 
I wrote an advance letter request- 
ing permission to see this buyer. 
This was granted me and the 
buyer was very cooperative. 





(Continued ) 


Yours very truly, 


H. G. Barth, 

Vice President 
Hyde Mfg. Co. 
Southbridge, Mass. 


Sales 





Fiesta cart promotes a 


merchandise assortment 


Department stores have long 
used gay-colored carts to promote 
medium-priced items. 

When a western hardware 
dealer joined in a fiesta sale with 
other merchants in his area he 
placed a fiesta cart display on the 
sidewalk. The cart was a display 
table on legs but with simulated 
wheels on the ends. 

Two salesmen dressed in fiesta 
costumes were in charge of the 
cart. Packaged lawn and garden 
items shown on the display in- 
cluded grass seed, housewares and 
toys. Many customers passed the 
display several times a day during 
the fiesta sale so merchandise dis- 
plays were changed several times 
a day. 

























COLUMBIAN VISE 
ana LEVEL 


to meet the 








stock suggestions 
of the 
Turnover Handbook! 


Line Levels 








‘ 








| 
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Wood Torpedo Levels 


















Ly aman -— t einam om 
| Masons’ Levels 
. Mahogany, Brass Bound . 
: Masons’ Levels 
: Magnesium 
= a 


Homeshop Vises Masons’ Levels 
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Carpenters’ Levels 
Aluminum or Magnesi . 








4 
Ask your Wholesaler Salesman today 
for complete information on the 
COIUMBIAN BASIC 19 


Fast Turnover Items. 


Y/ ttt The Columbian Vise & Mfg. Co. 
CLEVELAND 4, OHIEO 
Wont more facts? Circle 185, p. 111 
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WHEN YOU REORDER 
SPECIFY L:O-F 





Want more facts? Circle 186, p. 111 
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Easier to cut! 28 out of 30 hardware and lumber dealers 
picked L:O‘F as easiest to cut. 


o+ woreee toees SALES AIDS 





Easiest to merchandise! A book full of glass selling ideas, 
backed by hard-punching store and mailing pieces, 
professionally prepared for you to use. 


i's 


park 


Easiest to sell! Less resistance — more sales reminders. 
People know L:O-F and its reputation for highest quality. 


Want more facts? 


take advantage of this high-powered merchandising for extra spring profits! 


you sell MORE when 


you show the glass 


LABEL people know! 


Extra spring fix-up profits with L-O-F win- 
dow glass. Easiest to cut! Easiest to dis- 
play! Easiest to sell! 


Remind your customers that you stock L:O'F! It’s 
a golden chance to get the extra big glass sales and 
profits you ought to make! 

Just get that famous L‘O'F glass label out of 
your basement or back room — to your selling 
floor. Remind customers with hard-hitting L-O-F 
merchandising and selling helps. Then watch sales 
climb in your high profit window glass department! 

And they should! You start with America’s 
best known glass label — in clear sight on every 
sheet. Cuts easiest of all, avoids waste. And L-O'F 
is easier to store and to handle, thanks to the space- 
thrifty, exclusive new L°O°F window glass box. 

All this plus terrific sales helps. Banners, mail- 
ing pieces, window and counter displays, and 
ad mats. Everything you need. 

PLUS — this free book, to help you make the 
most out of your glass department. Stuffed, 
crammed with ideas and knowledge! Tear out 
the coupon — mail it in fast. Be set for the spring 
cleaning rush — backed by L:O'F! 


LIBBEY * OWENS * FORD 


a Great Name in Glase 








Get your glass department on your 
selling floor! Send for free book that tells you how ! 


Dept 6739 
Libbey-Owens-Ford Glass Co. 
608 Madison Ave., Toledo 3, Ohio 


Please send me a copy of “For Greater Profits”. 








Name 

(please print) 
Street 
City Zone State 
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JEFFERSON 


invites you to 
BOOTH 35 at the 


MARINE SUPPLIES AND 
EQUIPMENT SHOW 


in connection with 
9th Annual NAMS Convention, 


Hotel Roosevelt, New York City 
April 16 and 17, 1959 


WRITE JEFFERSON 


FOR TICKETS! 





JEFFERSON 
Stocks Everything in 
MARINE FASTENINGS 
.. . for Shipment Today! 


MONEL * NAVAL BRONZE 
SILICON BRONZE 
BRASS * ALUMINUM 
STAINLESS STEEL 


...and America's Most Complete 
Stock of Galvanized Bolts! 





If you can't attend the Show, write 
for Jefferson catalog! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
$Pring 7-8400 











Want more facts? Circle 187, p. 111 
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Booke 


for a dealer's library 





What Are The Trade Paint Po- 
tential Sales For 1961? is a heavily 
illustrated booklet that dealer will 
use to determine paint potentials 
and trends for the next few years. 
Facts and charts will help dealers 
plot the course of buying and pro- 
motions for indoor and outdoor 
paints. Emphasis is placed on paint 
sales in relation to consumer in- 
come and new housing starts. Pro- 
duction figures for oil, alkyd, and 
water thinned paints; and var- 
nishes and stains, are charted to 
show the direction of the paint 
market. Available free from Amer- 
ican Can Co., Promotion and Ad- 
vertising Dept., 100 Park Ave., 
New York City 17. Pages: 24. 


Vv 


Painting new plaster serves as a 
training aid for your paint sales- 
man. This booklet thoroughly ex- 
plores the problem of how to paint 
newly plastered walls. It explains 
the need for understanding water 
and alkali content and their effects 
on paint. Book also covers many 
of the knotty problems concerning 
imperfections in the plastering job, 
and how to improve them. Finally, 
the booklet explains the best kinds 
of paints and primer to use for a 
perfect finished product. Available 
from the National Paint, Varnish 
and Lacquer Assn., 1500 Rhode Is- 
land Ave., N.W., Washington 5, 
D. C. Price: 10¢. 


Vv 


Anniversary Celebrations Made 
Easy lays solid groundwork for 
dealer promotions. This manual-of- 
procedure spells out details for 
planning an anniversary event, and 
adds the big plus-value of how to 
exploit publicity angles. More than 
150 tested ideas for anniversary 
activities and events are detailed 
to help you plan a more successful 
promotion. This workbook is writ- 
ten in layman’s language. Available 
from the Book Division, Chilton 
Co., 56th and Chestnut Sts., Phila- 
delphia 39. Pages: 160. Price: $5. 
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mo 100% nylon rope 
: polyethylene rope 
tiller cable 


All you need to sell the boating 
folks in your area...and all on a 
free rack that’s only 24 inches high 
and taking less than one square foot 
of counter or floor space. 


Get your share of this marine syn- 
thetic rope business... and get it 
the low inventory, low cost, mini- 
mum space way. Write for catalog 
page and price list. Ask your jobber 
for King Cotton. 





JOHN H. GRAHAM & CO. INC. 
105 Duane Street 
New York 8, New York 
Want more facts? Circle 188, p. 111 
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FAMOUS 











FISHING TACKLE 


KINGE YSHER 


FISHING TACKLE 





KINGFISHER FISHING TACKLE is a comprehensive line that 
embraces everything an exacting fisherman needs...for all types 
of fishing. Also practically all nationally-advertised lines for your 
convenient selection, in quantities to meet your requirements. 
TRUSPORT ATHLETIC GOODS provide wide selection of trust- 
worthy and uniform quality products for all indoor and outdoor 
sports. In addition, practically all nationally-advertised lines of 
athletic goods, too. 






And, of course... 














@ HOUSEWARES @ POWER TOOLS @® WHEEL GOODS 
@ ELECTRICAL GOODS @ LAWN MOWERS TOYS AND GAMES icaidiiiieinal 
@ CLOCKS, WATCHES @ SKATES AND @ GUNS, RIFLES 
@ GARDEN TOOLS ® SKATING OUTFITS ® AND AMMUNITION Rue 
Write us your needs or ask that salesman call Always TRY TRYON first! 
ATHLETIC 
GOODS 
* - 7 for outdoor and 
815-819 ARCH STREET (est.1811) PHILADELPHIA, PA. percent ene 
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GQ purr 
HALF SURFACE © M 
TEMPLATE DRILLED 3 \ 
Butt-Hinges 


PLAIN AND 
BALL BEARING 










@ HEAVY WEIGHT WROUGHT | tte 
STEEL prime coat finish <a neers 


ee NON-RISING PIN FEDERAL SPECIFICATIONS 
@ MODERN BUTTON TIP cowest ; 

ces: 
@ FIVE KNUCKLES pRi 





@ REVERSIBLE, FOR LEFT OR RIGHT HAND 


Recommended for use on Kalamein, Hollow 
Metal, Kaylo and Weldwood Fire Doors. The 
Jamb leaf is mortised and the door leaf is sur- 
face applied. Primed finish for painting with 
bonderized undercoating. Furnished with flat 
undercut head machine screws for jamb leaf, 
and oval head machine screws with grommet 


nuts for door leaf. Si 4”. 4Y_" and 5” 
izes 4”, 4%" an “We'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING 


Complete stocks of Cabinet Butts and Door ‘SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE | - 
Hinges on hand for immediate shipment, in all 


metals, finishes and sizes. 





























Sk Aas eee She a Meee 2 ae 2 0 8a oe twee - 











® trode Nowe fequered U S$ Per OF 


"SCOTCH" and the plaid design are registered trademarks of 3M oa., St. Paul 6, Minn 
THE SPARTAN WORKS LTD _ 
. iianesora [/finine ano (\/ffanuracturine company 


24-28 LUDLOW STREET + Phone WALKER.5-6300 - NEW YORK 2,N.Y «+» WHERE RESEARCH IS THE KEY TO TOMORROW 
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Convention 
Calendar 





Convention Check List—— 


For complete details about the conven- 
tions listed below, see the alphabetical 
listing starting on p. 225, Mar. 12 issue. 
The next complete listing will be in th 


Ji nr Apr. 9 issue. 
7 | April 
12-16 Southern Hardware Conven- 


tion, Palm Beach, Fla. 


May 
13-15 Triple Industrial Supply Con.- 


vention. Dallas 


June 
1-11 Cotter & Co., Toy-Gift Show 
Chicago 
7-9 Ace Hardware Corp. Summer 
Assn. & Texas Hardware Boost 
ers Club Austin 






THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


July 
13-17 National Housewares Exhibit 
Atlantic City 
19-23 Nationa! Retai! Hardware Assn 
Congress Los Anaeles 
26-28 Our Own Hardware Co., Sum- 
mer Convention and Stockhold- 


STEVENS WALDEN, INC., Worcester, Mass. ers’ Meeting, Minneapolis 


August 
2-5 National Wholesale Sportina 
Goods Show, Chicago 
aN 2-7 Associated Fishing Tackle Mfrs 
Trade Show, Chicago 


Want more facts? Circle 192, p. 111 






Get the facts on these famous 





September 
“Rapid” Tools p | | | 
i 13-15 Mid-West Hardwore R House 
A Mi fen ne PEM Ra MAY wares Show, Chicag 


27-30 Nationa! Builders Hardware 
Convention, New Orleans 
28-30 National Hardware Show, New 


Four fast- selling, easy-working garden York 


tools to give your Garden Department 


added interest — they’re ) October 

1-2. National Hardware Show, New 

Lifetime Guaranteed Yor 
8-10 Mid-America Lawn, Garden & 
Outdoor Living Trade Show 

- od se . ) . Chicago 

Each is made of forged steel; For complete details about conventions 
and shows listed above see the Mar. 12 


Each is amazingly light; issue of Hardware Age 


Each has pick-type “safety” handle; 
Each serves many purposes in a garden 
Get into the “quality” tool line 


for solid profits. 




















Pre-season displays will 








make customers buy early 
The idea of displaying lawn 
mowers while there is still snow 
on the ground is an old one. 
Have you ever thought of trying 
rite For f | , filigree: ’ 
Write New Catalog Sheets . just the opposite idea? 
A ee ' A mid-western dealer showed 
: space heaters as early as mid-July. 
A sign, “If summer comes can 
winter be far behind?” made cus- 
' tomers laugh. It also induced some 
Manufacturing fine quality forged tools since 1843 of them to buy these units for their 
Want more facts? Circle 193, p. 111 summer homes. 
Want more facts? Circle 194, p. 111 > 












MANN EDGE TOOL COMPANY, 


Lewistown 1, Pennsylvania 
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Check Stanley Uni-Rack Merchandisers 


























Ae Sk 





9 eeeeoevee eee @ 7 @ 


- PROFITOOL > 


uni-racks 


Maximum Sales and Profits in Tooke 
Every Uni-Rack Provides... 3 


1. A preselected, balanced assortment of the best selling items 
in the line. 


2. A selling and stocking arrangement designed for self-serv- 
ice, impulse sales and easy stock control. 


3. A free, easy to install, space saving selling and stocking dis- 
play rack. 


4. A complete, efficient, selling unit alone, and a matched, in- 
tegrated display rack in a planned Profitool department. 











with vour ctacke and dicniavc 


Check Stanley Uni-Rack Merchandisers 


STANLEY 


SPEGAL PURPOSI 
HAMMERS 


oe 











, fi 
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cuales acres 
cour. 





No. 1050M—’’CHALK-O-MATIC”’ No. M11D—SPECIAL PURPOSE HAMMERS No. R12D—RIPPING BARS and CHISELS 
1S chalk line reels, 18 chalk refills 11 special hammers for special trades or 12 ripping bars and chisels of various 
in three colors, and 6 50-ft. lengths special uses. Here are tack, brick, ball pein, types and sizes, priced to satisfy all 
of replacement line—total retail and drilling hammers with a total retail requirements, with a total retail value 
value: $29.80. Your cost: onl value of $35.35. Your cost is only $23.63. of $25.85. Your cost is only $17.28. 
$/9.87. Wire rack (No. URIO, 12” Wire rack (No. UR6, 12%” x 13%”) Wire rack (No. UR7, 10” x 12”) 
x 18”) bought separately is $2.50. bought separately is $2.00. bought separately is $1.75. 


C") MIRACLE SURFACE FORMING TOOLS , ie 2.28.8 2 2 282.2 © @2.n « 
= ) ae Es THE FINEST PLANES YOU CAN LAY HANDS ON 
| SURFORM SPUED (ORR © SOORS PL YROGR, PLATT: Komeee ane so | © Oamiet 
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No. 2910D—"SURFORM”’* No. 8A—PLANES 


Miracle tool of 1,001 uses. Five styles and all blades on A basic stock of planes for the average tool store—both 
one display—11 tools and 22 blades with a retail value Stanley and Stanley-Handyman. 8 planes with a total 
of $48.17. Your cost is only $32.36. Wire rack (No. retail value of $51.60. Your cost is only $34.40. Metal 

JR1, 23” x 22”) bought separately is $5.00. rack (No. UR2, 22” x 20”) bought separately is $5.00. 


No. 1520D0—SCREW-MATES 
10 selected Screw-Mate carded items 
in quantities of from 2 to 6 each in- 
agus cluding 4 counterbores and 2 plug 
Soran Male cutters, with a total retail value of 
re $30.50. Your cost is only $20.32. Wire 
ypemaann rack (No. URIS, 125%” x 12%”) 
ming om bought separately is $1.80. 


No. 415D—’’SPEE-D-GRIP”’ i ” 900 

24 screw drivers with holding power—the 

grip that holds the screw while it is driven aum Bwi/te 2771/4 x; 
—in all sizes with a total retail value of screw’ — screu’ driver, 
$19.20. Your cost is only $12.80. Wire 


rack (No. UR1I4, 12” x 14”) bought sepa- 
rately is $1.50. 





FINEST YOU CAN OWN 
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No. ST9D—ALL STEEL HAMMERS No. NIOD—16 oz. NAIL HAMMERS No. J11ID—JOBMASTER HAMMERS 

9 Steelmaster and Nailmaster nail ham- 10—16 oz. nail hammers that range in 11 hickory handled Stanley Jobmaste: 
mers, curved claw and ripping claw, price from $1.69 to $4.99 each, with a hammers, both nail hammers and ball pein 
13, 16 and 20 oz. sizes with a retail total retail value of $34.00. Your cost with a total retail value of $36.20. Your 
value of $42.20. Your cost is only is only $22.70. Wire rack (No. UR4, cost is only $24.17. Wire rack (No. URS, 
$28.13 


Wire rack (No. UR3, 9” x 9” x 224%”) bought separately is $2.00. 9” x 2242”) bought separately is $2.00 
224%") bought separately is $2.00. 


WHITE TAPES FOR EVERY PURPOSE * 





AUGER BITS 
i : Bree 
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No. 1O0OD—AUGER BITS No. 215D HI SPEED POWER BITS No. PH58—PULL-PUSH RULES 

21 Russell Jennings auger bits in every 18 new high speed power bits, 3 of each A complete “Pull-Push” rule de 
size from 4/16” to 16/16”, individually size in eighths from %&” to 1”, and one partment. 21 rules—6, 8, 10 and 12 
carded tor easy selection, with a total power bit extension with a total retail ft. sizes—with a total retail value of 
retail value of $45.65. Your cost is value of $24.30. Your cost is only $16.20. $39.25. Your cost is only $26.20 
only $30.42. Wire rack (No. UR8, 10” Wire rack (No. UR9, 8” x 15”) bought Wire rack (No. URII, 12” x 21”) 
x 9”) bought separately is $2.00. separately is $1.50. bought separately is $2.50 


No. 60D—STANLEY CHISELS No. H1252D—STANLEY HANDYMAN CHISELS 


: : ' Racks without tools may be ordered directly 
A balanced assortment of the finest heavy- A balanced assortment of good, service- , — € ordered direct! 


duty chisels made. 2 each of 6 sizes with a able chisels at popular prices. 3 each of 6 from Stanley Tools. Enclose payment with ordet 

total retail value of $37.50. Your cost is sizes with a total retail value of $33.60. 

only $24.98. Metal rack (No. UR12, 11” Your cost is only $22.50. Metal rack (No. ° 

x 9”) bought separately is $3.50. URI3, 11” x 9”) bought separately: $3.50. See how attractively 
* Pata Sn these units will fit 


your Tool Center! 


fe Ran | TURN TO 


* BACK PAGE 
THE FINEST CHISELS MADE FOR HOMEOWNER AND HOBBYIST 





A STANLEY PROFITOOL CENTER WITH UNI-RACKS 


esp og 








[his typical tool department illustrates 
how easily and attractively the versatile 
Stanley Uni-Racks can be integrated into 
an already existing tool set-up. Most units 
may be used on the counter as well as on 
pegboard. The Uni-Racks may be pur- 
chased separately or obtained Free by 


buying the balanced basic assortment of Examine your own tool department. Check the Uni-Racks you 
best sellers for each item. need in the coupon below and send it to Stanley Tools today. 


STANLEY TOOLS, DEPT. 38, NEW BRITAIN, CONNECTICUT 


Please send me full details and prices on the following Stanley Uni-Rack Assortments: 
No. 2510D Surform No. 215D Spade Bits 
No. 8A Plane No. 1050M Chalk-O-Matics 
No. ST9D Steel Hammer No. PH58 Pull-Push Rule 
No. N100 Nail Hammer No. 60D Chisels 
No. J11D Jobmaster No. H1252 Chisels 
No. M11D Mechanics Hammers No. 415D Spee-D-Grip Drivers 
No. R12D Ripping Bars & Chisels | | No. 1520D Screw-Mates 
| | No. 100D Auger Bits 


POOUUOUOUU 


| | Please also send details on the Stanley Profitool Kit for a complete Tool Center. 


NAME 7 ADDRESS 








MY STANLEY TOOL WHOLESALER IS 





NAME ADDRESS 








T-281 PRINTED IN U.S.A 
AMERICA BUILDS BETTER AND LIVES BETTER With STANLEY 
STA N 4 F Y This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn. — hand tools e electric 
tools e¢ builders hardware e industrial hardware ¢ drapery hardware ¢ automatic door controls e aluminum windows ¢ stampings 
® springs © coatings e strip steel « steel strapping — made in 24 plants in the United States, Canada, England and Germany. 
Rec. U.S. Pat. Orr 





How's the Hardware Business? 





American Power Tool Co. brings out complete line 
of portable electric tools for hardware stores 


American Power Tool Co. intro- 
duced early this month a complete 
new line of portable electric tools 
for the home, farm and installation 
trades market to be sold through 
hardware stores and lumber and 
building supply dealers. 

Eleven tools are in the line, each 
packed in a shipper which becomes 
a point-of-purchase display. The 
tools are five drills, two 4 in., two 
4 in., one % in.; two circular 
saws, one 6% in., one 7% in.; one 
saber saw; one sander, for orbital 
and straight line work; one 4 in. 
belt sander, one electric trimmer. 
This is the first time a manufac- 
turer has introduced a complete 
line of portable tools at one time. 

American-Lincoln Corp., the pa- 
rent company of American Power 
Tool, was a supplier of portable 
electric tools for 20 years to a na- 
tional retail chain. The tools now 
are being brought out as the man- 
ufacturer’s own line. 

E. L. Holland, who joined Amer- 


ican in 1957, directs sales. Mr. Hol- 
land’s experience includes sales 
management and marketing of 
power tools. 

Service will be handled by 43 
branches of American Floor Ma- 
chine Co., another division of 
American-Lincoln. 

American Power Tool’s line uses 
electric motors manufactured by 
American Electric Motors, a sub- 
sidiary of the parent corporation. 

Shipments began early this 
month. A campaign to the trade 
begins soon. 


Business failures down 


Business failures for the week 
ended March 5 were 288, down 
from the 296 failures reported for 
the preceding week. Dun & Brad- 
street points out these figures are 
at a low-level for four weeks, and 
considerably under the 358 failures 
in the similar week of 1958 and 327 
for the same week of 1957. 





E. L. Holland, sales manager, left, showing some of the new American 
Power Tool line to T. Harry Skinner, New York sales representative. 
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Wood Co. has new line 
to compete with imports 


A line of low priced garden 
tools has been introduced by Wood 
Shovel & Tool Co. to compete with 
imported tools in the U. S. market. 

According to V. G. Scott, vice- 
president of the Piqua, Ohio, firm, 
the new line, called Turf Boy, is 
superior in finish and equal in 
price to imports. It also offers the 
added convenience of fast reorder 
service from midwest factories 
and a southern warehouse. 

“Tt is our aim,” said Mr. Scott, 
‘not to meet overseas competition 
but to top it. We feel that the 
U. S. manufacturer who merely 
complains about foreign competi- 
tion, or who turns out a_ poorly 
made and finished product at a 
cheap price is cutting his own 
throat. 

“The only way to meet foreign 
competition is to provide merchan- 
dise that is considered preferable 
to the import, and that’s exactly 
what we are doing.” 

While the Turf Boy line is not 
equal to Wood’s Tru Blu brand, it 
is adequate for average home and 
garden use, according to Mr. 
scott. 


Hardware store sales 
in Jan. top last year 


January retail hardware store 
sales have topped January sales 
for the year before. The Com- 
merce Dept. reports January 1959 
sales were $174 million. That’s $2 
million, or 1.16 per cent above 
January, 1958. 

Here are the Commerce Dept. 
unadjusted estimates of retail 
hardware store sales for the last 
three years: 

(millions of dollars) 

1959 1958 1957 
January $174 $172 $183 
February eae 154 174 
March _— 178 208 
April Se 224 221 
May — 257 253 
June an 238 248 
July ii 227 238 
August ee 223 234 
September or 225 225 
October er 242 240 
November “er 225 229 
December er 288 283 


2,653 


Total 2,736 
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ELECTRIC 
GENERATING 
PLANTS 


GASOLINE 
ENGINES 





ELECTRIC 
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Chicago 39, Illinois + Telephone BErkshire 7-4100 


5841 West Dickens Ave.., 











——Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 





Orgill Bros. circular 
features an 88¢ sale 


A full page of items on sale for 
88¢ is featured in a Spring circular 


: a 
sat SSRIS TERRES PP Pree 
game wes 8 rowmsoss Frannie trey OME A BARGALY ed 


. 2° ae 
j 4 
PLOWERAMA 

ome 5M 


from Orgill Bros., 
saler. 

The Sale-A-Rama circular is full 
color, four-page newspaper size. 
It is timed to tie-in with Hard- 
ware Week. 


Catalog Alliance has 
two Spring circulars 


Two Spring sale consumer mail- | 
ers are being offered by Catalog | 


Alliance, Inc., Forest Hills, N. Y. 
The mailers are in 4-page and 
8-page tabloid sizes. The 8-page 


"ie ABE ROS Bd OB os 2 BRU 


THES SPACE FOR 
DEALER'S 
NAME 








Memphis whole- | 





me 
POOKY Oy 





_ 2 ag a, 


Se 


MARINE PRODUCTS 


SKI TOWS 


E-Z SALE RACKS 
Nylon and Polyethylene 


ANCHOR LINES (NYLON) 
Tensiles 500 to 10,000 Ibs. 


PRODUCTS Division OF G 


West Georgia Mills Inc. 


P. O. Box HA, Whitesburg, Georgia 


WITH 
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CHAIR-LOC 


Amazing New Liquid 
NOT S-W-E-L-L-S Wood 
A @ Penetrates weod fibre— 
makes them e-X-p-a-n-d 
permanently. 
Quickest and easiest way 
te fix loose chair rungs. 
legs, handles, dowels 
dove-tails, etc. 
A Fast-Selling Impulse item 
Write fer Free Samples and 
Literature 
CHAIR-LOC CO. 
Lakehurst 3, N. J. 
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GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Most Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, N.Y. 
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17 Years of Leadership 


MAGIC SNELL ° 


Vinylsteel® 
LEADERS 


MAGIC SNELL TACKLE CO., Canandaigua, N. Y 
Want more facts? Circle 200, p. 111 








Youll only sella “BAIGAIN!”once 


illustrated 
P&C 150 


+l sel Nothing makes a man as mad as being gypped. He’ll cuss you, 
ercnanaiser 


the tool you sold him and your store. He’ll tell his friends what 
a lousy deal he got. Not only will you lose his repeat business, 
you will lose business from his friends. But this won’t happen 
when you sell P&C, the best tools money can buy. 


Protect yourself and your customers 








WITH 





PROVED QUALITY + FULL PROFIT + CONTINUING TURNOVER 
Only P&C's Self-Selling Merchandisers give you all three. 


| You sell PROVED QUALITY. Every P&C Tool the BEST money can buy. The best material, the 
* best workmanship and backed by a written guarantee! 


Ml You are assured FULL PROFIT. Every unit sale gives you higher profit. Each P&C Tool you 
ie , Sell is pre-priced for full dealer margin. 


et 


1s 3 You are GUARANTEED CONTINUING TURNOVER. Each dealer is assured more impulse sales 
| | es “and more turnover per year with P&C’s proved merchandisers. Get the facts on P&C’s 


merchandising program from your wholesaler. 
® 





iA TOOL COMPANY  ...... oGiiiyin 
hf GF a 


ARs LUA 


~ 





b Pr 
_ Box 5826, Portland 22, Oregon 

Chicago Warehouse and Sales Office: Box 87, Schiller Park, Illinois 
Want more facts? Circle 201, p. 111 
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New Wholesalers’ Aids 


(Continued) 





mailer carries 80 items of staple 
merchandise, and the 4-page car- 
ries 48 items selected from lawn 
and garden tools, housewares, 
laundry and cleaning needs, paint 
supplies, and picnic goods. 
Editorials are featured in the 
mailers to promote sales and to 
stress the help and advice which 





TOP QUALITY 
CONSTRUCTION 


Yew quality design and 
construction with mass pro- 
duction offers you today’s 
greatest values in famous 
WAYNE brand sump 
pumps. This complete line 
makes you competitive. 


for more 
profit 


the dealer can offer householders. 
The 8-page mailer is being used 
by Stebbins-Anderson Co., Towson, 
Md.; Belair Housewares, Balti- 
more; Peoples Hardware, Washing- 
ton, D. C.; Phoenix Hardware Co., 
Newark, N. J.; Page, Steele & 
Flagg, North Haven, Conn.; John 
S. Regal & Son, Cambridge, Mass.; 
Quaker Sales, Johnstown, Pa., and 
Herr & Co., Inc., Lancaster, Pa. 
The 4-page mailer (shown) is 
being used by Frederick Trading 
Co., Frederick, Md.; Stratton & 


SEALED MOTORS 


1/3 H.P., 1 Ph., 60 Cy., 115 
V., 1725 R.P.M. Heavy duty 
switch, Hermetically sealed 
case. 


CAPACITIES 


Feet 5 10 15 20 
G.P.H. 3000 2500 1900 1100 





FULLY AUTOMATIC 


Set in pit. Connect dis- 
charge pipe. Plug it in and 
forget it. 


PRICED RIGHT 


Sell at normal margin and 
still compete! 


SUBMERSIBLE S$D350 
Bronze Volute, Base and Impeller. 
SOCHSSHSSSSSSSSSSSSSESSHESSESSEHSESESSSESESESESESESE 


q Both Models Available In All-Bronze Or Bronze-Fitted > 


DELUXITE 


(all bronze features) 
Bronze volute housing 
Bronze base 

Bronze column 

and other features below: 


© New 1/3 H.P. Motor 
® New Built-On Switch 
* Automatic Overload 








® Brass Pump Screws 


ECON-O-MASTER 


(bronze-fitted features) 
Cast iron volute housing 
® Cast iron base 
* Steel column 
* and other features below: 


Stainless Steel Shaft 
Bronze Volute Bearing 
Bronze Impeller 

High G.P.H. Capacity 











.o* COPPER 
*. BALL FLOAT 
*e. TYPE 


Both types have built-on switch 
integral with motor. Factory- 
wired. Easy to install. TYPE ° 


FLOATLESS °e, 
DISPLACEMENT 


COMPLETE LINE... PUMPS/WATER SYSTEMS 


MULTI-STAGE 
PUMPS 


Co“ 
~ Q 


As ° 
CONVERTIBLE SHALLOWELL SUBMERSIBLE 
PUMPS 


SYSTEMS SYSTEMS 


Wayne Home Equipment Co., Inc. 


800 Glasgow Ave., Fort Wayne. Ind 


AEZSXEA SINCE 1928 . .. MANUFACTURERS OF QUALITY HOME EQUIPMENT 


Want more facts? Circle 202, p. 111 
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Terstegge, Louisville; Chas. J. 
Smith Co., Jersey City, N. J., and 
Bigelow & Dowse, Needham Hts., 
Mass. 


Home and Garden Sale 
is newest Ace mailer 


In its third 1959 campaign, Ace 
Hardware Corp., Chicago whole- 


"ACE HARDWARE 


Lr 


saler, is distributing an 8-page 
Home and Garden Sale circular. 
The tabloid size mailer features 
four coupon specials to bring in 
traffic. All items in the circular 
have been put into newspaper mat 
form so dealers can support the 
circular with newspaper ads. 


24-page Masback mailer 
features Spring items 

A 24-page circular featuring 
Spring selections such as lawn and 
garden equipment, painting acces- 


etl 


HOME and GARDEN GUIDE gies 


: 





Does your store look like 


“BEFORE” o AFTER’? 
























































Does your store front suffer from com- 
parison with other ones in the neighbor- 
hood? A new or remodeled building 
located next door—or even down the 
street—could make your store look like 
the “before” in a series of “before and 
after’ photos. 

A Pittsburgh Open-Vision Store 
Front can dress up your store to help 
you compete successfully for the atten- 
tion and patronage of passers-by. Its 
modern design tells people you are an 
up-to-date businessman with pride in 
the appearance of your store and your 





neighborhood. Its open vision enables 
you to advertise and display your mer- 
chandise to potential customers. As a 
result, your prestige and profits soar. 
Pittsburgh Plate has an imposing ar- 
ray of store front products to choose 
from, and their design possibilities are 
practically unlimited. Once a store 
owner sees his new Pittsburgh Open- 
Vision Store Front, he’s glad to have it 
featured in “before and after’’ photos! 
So, if you're interested, send for our 
free booklet, “Put Your Best Store 
Front Forward.” There is no obligation. 


* BRUSHES - PLASTICS - FIBER GLASS 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


Want more facts? Circle 203, p. 111 
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Pittsburgh Plate Glass Company 
Room 9154, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send me a FREE copy of your store front 
booklet, “Put Your Best Store Front Forward.” 





Address... 


Laem ananananenenananasen 
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New Wholesalers’ Aids 


(Continued ) 





sories, and tools is being offered by 
Masback Hardware Co., New York 
City wholesaler. 

An 82-piece promotion kit is also 
available to tie-in with the promo- 
tion. The kit contains price cards 
covering leaders featured in the 
circular, plus window streamers, 
and tags. 


builds things better for your customers 


...- builds MORE PROFIT for you! 





Atkin S ‘Guarantee Saws 


« Saw Tools - Files - Knives 


ATKINS makes a man proud of his work and proud of his tools. 

It’s the kind of satisfaction that leaps from friend to friend 

.. . bringing new customers to your store . . . building steady 

repeat business and fast turnover! Fast turnover at full profit 

because world-famous ATKINS quality is easy to sell, it stays 

sold . . . and it wins loyal customers for all hardware needs. 
Our Call your Atkins Distributor today! He has complete stocks 
to fill your needs promptly. 


SECOND CENTURY 


Black & Decker offers 
5 new economy tools 


Black & Decker Mfg. Co., Tow- 
son, Md., has expanded its line of 
electric tools so hardware dealers 
can offer customers in the home 
user and professional markets a 
wider selection in price and per- 
formance. 

Four new tools and a drill kit 
have been added. The group is 
named “Utility.” Emphasis ‘<3 on 
economy. The four new tools and 


: 





list prices are: 14 in. drill, $16.95; 
14, in. drill, $44.95; jig saw, $34.95; 
finishing sander, $29.95. The drill 
kit, list $24.95, consists of the 4 
in. drill, horizontal stand, wheel 
arbor, 4 in. wire wheel brush and 
paint mixer in a steel kit box. 

The company points out that 
with the four new tools and drill 
kit, customers now have a range in 
power, performance and precision 
in the “‘Deluxe” and “Heavy-Duty” 
group and economy in the “Utility” 
group. 


Promotions 


Manufacturers New 
Merchandising Plans 


3M offering premium 
to promote tape sales 


A paint brush collar is the first 
of a series of premium offers this 
year by Minnesota Mining & Mfg. 
Co. to increase sales at the retail 
level of its Scotch brand specialty 
tapes. 

The slip-on collar will fit a 2-in. 
brush, to prevent paint from run- 
ning on the handle The collar, 
with a retail value of 20¢, is 
packed with each 98¢ roll of Scotch 
brand masking tape. 

The deal includes a specially de- 
signed display carton containing a 
dozen rolls of masking tape with 
the collar packed inside and pic- 
tured on the box and backcard. 














Television commercials 
to be used by Melnor 


Melnor Industries is starting a 
major television advertising cam- 
paign to promote lawn sprinkling 
devices at the consumer level. 

About 400 one-minute television 
commercials a week will be used 
throughout the height of the lawn- 
care season. Major television chan- 
nels will be used to reach about 75 
percent of the single-family home 
market. 

Colored advertisements will be 
used to feature Melnor oscillating 


sprinklers and the Melnor Aqua- 
Gun pistol-type hose nozzle. Ads 
will appear in Better Homes & 
Gardens. 


of Service to the LIAN) ATKINS SAW DIVISION, Borg-Warner Corporation 
Hardware Trade Sale : INDIANAPOLIS 9, INDIANA 
gis 


‘ Branches: : Export: 
VY LOS ANGELES « SAN FRANCISCO ; BORG WARNER INTERNATIONAL 
CHICAGO « CHATTANOOGA ° % S. WABASH 
, PHILADELPHIA © PORTLAND, ORE CHICAGO 3 
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to the wonderful Snooz-Alarm® clock family 
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SLLELSS SVS 
 hpetertpeteetorges 


With Gay Snooz-Alarm clock you can offer your customers 
a choice of a complete line in ste, color and price of General 
Electric Company's brand of repeat alarm clocks that wake 
you, let you snooze, then wake you again. This alarm idea 
is the hottest product innovation in the industry, and sales 


at retail prove its popularity. GAY SNOOZ-ALARM CLOCK 
Gay Snooz-Alarm clock with plain dial (Model 7H262) MODEL 7H262 


has beige case at $6.98. Luminous (Model 7H262-L) at $1 


more is color-styled in antique white or pink cases. AND THE STAR COMES “ON STAGE” 

The see-through Gay Snooz-Alarm clock SHO-PAK meas- IN FABULOUS SHO-PAK 
ures about one-half square foot for convenient counter dis- 
play. It contains one plain dial and two luminous Gay 
Snooz-Alarm clocks (one of each color) individually pack- 
aged, with picture window fronts to keep the clocks clean 
and fresh. An ingenious header card, with why-you'll-want- 
me copy, can straddle all three see-through cartons—just 
two—or only one. This gives you a selling display that keeps 
working as it sells! 


With picture window fronts of clear plastic 


Here’s how you make your full profit: 


Total retail . . . . 1. . ww ew et $22.94 


Suggested price to retailers — 
2 or more paks (Deal 1-59) each. . . 44,93 


Por Cee sk le ke ewe Os 8.71 
1 pak at $15.15 


AND A SUPPORTING CAST 
LED BY NEW, THIN AND LOVELY Contour 


Thin Contour (Model 2H115) is wall-hugging and style-right 
at $5.98. It has a fresh oval shape, and it’s color-styled in 
pink, red or yellow. Handy pendant set, easy-to-read dial. 


To stimulate Spring sales, stock up now on the brand-new 
Gay Snooz-Alarm clock and the new and different Contour. New weekly General Electric TV show to 


help you sell more Snooz-Alarm clocks! 


Hard-sell Snooz-Alarm clock commercials will be scheduled on 
every program on THE G-E COLLEGE BOWL, an exciting television 
show working for retailers. This half-hour program is telecast on 
Sundays at 5 P.M. Eastern and Pacific Coast Time (4 P.M. Central 
Time) on the CBS network. It will pay you to tie in by featuring 
Snooz-Alarm clocks in your own advertising and displays. 


GENERAL @@ ELECTRIC 


Selechion 


Clock and Timer Dept., General Electric Company, Ashiand, Mass 
Snooz-Alarm is a registered trademark of General Electric Company to identify its brand of repeat alarm clocks 
All prices are manufacturer's suggested prices —plus applicable taxes 
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Sel] 
the lure that’s 
in Domand. 


SHYSTER 


weighted spinner 





OVER 3-MILLION SOLD 
they must be GOOD! 


Sizes for casting, trolling, spinning 
and fly rod use . . . In many color 
patterns and blade finishes. For any 
fish — anywhere! 


ASK YOUR JOBBER 


Write for... 
FULL COLOR CATALOG PAGES — "“H" 


Yl Ll. EUGMS. Suc 


/ DAH 


Authorized Ageat for Du Pont STREN 
Want more facts? Circle 206, p. 111 
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American Screw uses 
new packaging method 


American Screw Co.,Willimantic, 
Conn., is packaging its fasteners 
in box sizes which are multiples of 
each other. This system allows 
packages and shipping cartons to 
be packed and stacked in many 
combinations. 

Each package contains one gross 
of fasteners. All the popular sizes 
are packed in a five-gross reshipper 


American Screw's new package. 





carton. Each carton holds 10 gross 
in the smaller sizes. The larger 
sizes are packed in single gross 
containers. The system also makes 
mixed shipments easier to handle. 
Cartons pack in multiples of each 
other within four patterns. 

The new packaging program, the 
company points out, is one of many 
improvements of the company’s 
Profit Improvement Program for 
hardware wholesalers and retailers. 

Five benefits 
wholesalers, 


to dealers and 
pointed out by John 


J. Coy, sales manager, are: cuts 
handling and labor costs; improves 
housekeeping, reduces _- storage 


space; simplifies inventory control; 
makes reshipping a matter of 
seconds. 


Manufacturers expand, 
move to new facilities 


Campbell Chain Co. has moved to 
its new one-story 130,000 sq ft 
chain plant in Alvarado, Calif., 
closing its San Francisco offices. 


W. D. Allen Mfg. Co. has moved 
its Allenco Sprinkler division to the 


company’s new plant in Bellwood, 
Ill. 


Murray Ohio Mfg. Co. will open 
a new $% million warehouse in 
Lawrenceburg, Tenn., this spring. 
Buffalo Bolt Co., division of 
Buffalo-Eclipse Corp., recently com- 
pleted a new plant in Princeton, IIl. 














For the ''Do-Ilt-Yourself'’ 
and Professional Builder 


Patent Pending 
(Model 101!) 


KNOCKS DOWN OR 
RE-ASSEMBLES IN 
30 SECONDS! 


@ Rigid and sturdily-constructed for life- 
time use and abuse. 


@ Sensational! K-Brace cannot be matched. 


@ Dealer or customer furnishes lumber. 
Frame set packed in carton, 


@ You can sell local parks and clubs, as 
well as home owners, with HEYER 


@ Miniature model available for sales- 


men and inside display. 


MFG. & SALES 
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Wagon Display sells for you! 





Model #50 wagon display stacks verti- 


cally up to 5 wagons. Requires mini- 
mum of floor space and can be moved 
from place to place. Each fixture is 
adjustable. Can be used over and over 
again on all types of wagons. Entire set 
to display up to 5 wagons costs $4.85 
11 Ibs. 
Postage Prepaid. Order yours today! 


a ee . 
Radio Steel & Mfg. Co. 
6515 W. Grand Ave., Chicago 335, Illinois 
Please sé 3% ’ ve } 
Quantity Price Total 
$4.85 


a Enclose chs 


(for a limited time only) wt. 





Se eer 


Want more facts? Circle 208, p. 111 


PROTECT— 


ion 
sreputatl 
ur pr 


with the only Se washer sine on the market 


30,000,000 OWNERS OF AUTOMATIC WASHING 
MACHINES ARE YOUR PROSPECTS FOR — 


PLASTI®KING 


Backed by $300,000 insur- 
ance against damage 
caused by failure-in-use. 


ofits ANY: - 


OS S 








Packaged for selling ease! 
Guaranteed greater profit 
per unit sale! 


o-—_ 


For complete PLASTI-KING 
information and details — 
write: 


AOI 


RUBBER & PLASTIC CO. 


4120 EAST 104 STREET CLEVELAND 5, OHIO 
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— Why This Y4asmows 
AE KEY-BAK | 


Key Reel 


% a 3 COUNTER CARD 


weak IT du our Fs 7 ite) R 


, ODE rou f 


KEY-BAK Key Reel is HIGHLY ADVER- 
TIZED in such magazines as POPULAR 





MECHANICS, TRUE MAGAZINE, etc RETAIL 
KEY-BAK advertising is seen by over 
5,000,000 people EACH MONTH. You $395 
make money from KEY-BAK advertis- 


ing when you prominently display the 
famous self-selling KEY-BAK Counter 
Display Card in your store. We'll tell 
them .. . then, you sell them! Get ~ay 
KEY-BAK now from your jobber op 
or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 


always safe and handy at wearer's side. LIFETIME GUARANTEE 


West of Mississippi 


East of Mississipp) 


CTL COMPANY 
1710 W. Stewart Ave 
Wausau, Wisconsin 


Want more facts? Circle 210, p. 111 


LUMMIS MFG. COMPANY v 


2242 E. Foothill Blvd 
Pasadena, Calif 
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ORDER THE ROPE... 
GET THE DISPENSER 
FREE! 


Attractive Counter-Dispenser is just 24”’ high, takes 
up less than one square foot of space on your coun- 
ter or shelf. It’s yours free—with your initial order 
for the famous four-spool assortment of Plymouth 
Braided Nylon Rope: 900-foot spool of 14’ diameter 

. 375-foot spool of 3/16’ diameter . . . 250-foot 
spool of 14” diameter . . . and 150-foot spool of 
0/16” diameter. Retail price: a fast $85.40! Need 
we say more? Get in touch with your jobber sales- 
man or write direct to Plymouth. 


PLYMOUTH 
CORDAGE COMPANY 


Plymouth, Massachusetts 
Want more facts? Circle 211, p. 111 
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Horace Green & Sons Wins 1958 Award As 
Hardware Brand Names Retailer of Year 


Horace Green & Sons was 
named 1958’s Brand Names 
Retailer-of-the-Year in the 
hardware-housewares_ stores 
category. 

The store is at 4422 Atlan- 
tic Ave., Long Beach, Calif. 

Four other hardware- 
housewares stores were also 
cited for outstanding 1958 
brand promotional activities. 
Each will receive certificates 
of distinction. The stores are: 

Greer Hardware, Salisbury, 
N. C.; 

National Supply & Hard- 
ware Co., Milwaukee; 

Judson’s Hardware, 
Rapids, Mich.; 

Bleury Hardware Co., Ltd., 
Montreal, Canada. 


Big 


Winners will receive their 
awards during a dinner 
Wednesday, April 15 at the 
Waldorf-Astoria, New York 
City. Winning merchants in 
hardware and other catego- 
ries will be honored during 
a three-day celebration April 
13-15 in New York City. The 
annual competition is spon- 
sored by the Brand Names 
Foundation, Inc., 437 Fifth 
Ave., New York 16. 

An article, “It Pays to 
Please Women” (see H A, 
Feb. 27, 1958) gave details 
of recent modernization at 
the Green store to attract 
more traffic. Other modern- 
ization projects at this store 
have been described in pre- 
vious years. 





U.S. Steel Elects 

Francis To New Post 
Harry M. Francis, for- 

merly vice - president—sales, 

was elected executive vice- 


president, American Steel 
and Wire Div., U. S. Steel 
Corp. 

Mr. Francis joined the 


division over 43 years ago as 
a clerk in the mail depart- 
ment. He has been an assis- 
tant manager of sales, Man- 
ufacturer’s Trade Dept. 
manager, an assistant gen- 
eral sales manager and 
assistant vice-president, 
sales. He was elected to his 
former position in 1946. 
Edward A. Murray has 
been elected vice-president of 
sales at American Steel & 
Wire Div., U. S. Steel Corp. 
He was assistant vice-presi- 
dent of sales in the division. 
Mr. Murray joined Ameri- 
can as a sales correspondent 
in 1934. A year later he be- 
came a salesman in St. Paul, 
Minn. After serving in 
various sales capacities, he 
received his most recent ap- 
pointment in 1958. 





THOMAS TROWBRIDGE 


Behr-Manning Appoints 
Trowbridge Sales Head 


Thomas Trowbridge, for- 
mer sales manager, has been 
named general sales manager 
of the Coated Abrasive Div., 
Behr-Manning Co., Troy, 
New York. Thomas G. Gil- 
coyne, former manager of 
industrial sales, was  ap- 
pointed field sales manager 
of the division. 

Mr. Trowbridge has been 
with the firm since 1922 in 
various sales posts. Mr. Gil- 
coyne has been with the sales 
department since 1937. 
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JAMES L. MEAGHER 


Stratton & Terstegge 
Elects James Meagher 


James L. Meagher has 
been elected executive vice- 
president of Stratton & Ter- 
stegge Co., Louisville, Ky. 
wholesaler. He has been vice- 
president since 1957 and gen- 
eral manager of the Anchor 
(manufacturing) Div. 

Mr. Meagher joined the 
wholesaler in 1946 as a sales- 
man covering Tennessee. He 
later became sales manager 
of the Anchor Div. 





Williams Co. Advances 
Spirer To New Position 


Oscar A. Spirer, former 
controller, has been named 
to the newly-created position 
of assistant general mana- 


ger, J. A. Williams Co., 
western Pennsylvania (tri- 
state area) wholesale dis- 
tributors. 


Mr. Spirer will coordinate 
activities of the sales, mer- 
chandising, buying, ware- 
housing and service depart- 
ments. 





= 
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a 

> 


OSCAR A. SPIRER 





News About Dealers: Simon Plans Expansion 


To Take In Fall Block In Oakland, Calif. 





; 





Simon Hardware Co. store will look like this artist's sketch when the 


Se aa 


expansion program of the Oakland, Calif. firm is completed. 


Oakland, Calif. — SIMON 
HARDWARE Co. has awarded 
contracts to begin work on 
its $1 million expansion pro- 
gram. The completed build- 


ing will take up an entire 
block between 8th and 9th 
Sts. on Broadway. The ex- 
isting store, built in 1891, 

(Continued on page 174) 





AGE while 


THE 


MARCH 26, 1959 





it’s NEWS 


TRA 





err 











Juckett, Hickey Get 
Wood Shovel Co. Posts 


Harold Juckett, formerly 
with the Geyer Mfg. Co., 
Rock Falls, Ill., was named 
assistant sales manager, 
Wood Shovel and Tool Co., 
Piqua, Ohio. 

Mr. Juckett will supervise 
the sales operations of the 
Piqua office. 

The company named W. C. 
Hickey manager of customer 
service. 


Palmer is President 
Of Bergen County Assn. 


Bergen County Hardware 
Merchants Assn., Ine., of 


New Jersey elected Harry 


Palmer president for 1959. 
George Palmer was elected 
vice-president, Marjorie Tal- 
bot, secretary, Henry Stern- 
bergh, treasurer. 

Charles Goodman, James 
Turner, Emil Tuma, Fred 
Quantmeyer and Henry Volz 
were elected directors. 


Schaul Names English 
National Sales Head 


Lee R. English has been 
appointed national and ex- 
port sales manager, Schaul 


Mfg. Co.. Cleveland, Ohio. 
His sales background in- 


cludes national experience in 
developing sales, marketing 
and packaging plans. 





Van Camp Plans New, 320,000 Sq Ft Building 
To Be Built On 107 Acres Near Indianapolis 


Construction will begin 
about May 1 on a modern 
warehouse and office building 
to house operations of Van 
Camp Hardware & Iron Co., 
Indianapolis wholesaler. It 
will be built on a 107 acre 
site between U. S. Rt 421 and 
U. S. Rt 52 about 12 miles 
from Indianapolis. 

Van Camp’s new building 
will have about 320,000 sq ft. 
One third of it will be two 
stories high with the remain- 
der on one level. The second 
floor area will house offices, 
broken carton stock, cafe- 
teria, and display room. 

There will be a receiving 
dock with a four truck capac- 
ity and a shipping dock with 


Architect's sketch of Van Camp 
scheduled to so up starting May |. 
near Indianapolis. 





a seven truck capacity in 
sawtooth design. A separate 


will-call dock will also be 
included. All docks will be 
sheltered. 


Sales desks and the will- 
call department will be on 
the first floor of the concrete 
and steel building, which is 
along the New York Central 
Railroad. 

An overhead mono-rail sys- 
tem will handle steel pipe. 
All goods stored on the first 
floor will be on pallets. A 
conveyor belt will carry bin 
stock from the second floor 
to the shipping area. 

O. E. Docksteader, Dallas 
engineer and consultant, 
helped plan the modern 
facility. 


Hardware & Iron Co. building 
It will be built on a 107 acre tract 


Southern Wholesalers Will Consider Costs 
Of Various Methods of Delivering Hardware 


eas 
Se 





ADGER 8S. JOHNSON 
President 
Manufacturers Assn. 


The Southern Convention 
in Palm Beach next month 
will feature a two-way dis- 
cussion on delivery costs, ad- 
dresses on management and 
on warehouse practices, plus 
addresses on trends in hard- 
ware wholesaling by associa- 
tion officials. 

This meeting will be the 
68th annual convention of 
the Southern Wholesale 
Hardware Assn. and _ the 
116th semi-annual conven- 
tion of the American Hard- 
ware Manvfacturers Assn. 
The meeting is from April 12 
to 16, at the Biltmore Hotel. 

A break with tradition 
will be on Monday evening. 
The opening session is being 
replaced by an_ entertain- 
ment feature. 

The registration desk will 
open at 1 p. m. April 11 at 
the Biltmore. The first offi- 
cial feature on the program 
will be the Presidents’ Re- 
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W. W. FRENCH, JR. 
President 
Southern Association 


JOHN S. STILES 
President 
Natl. Wholesale Assn. 


ception April 12, at the Bilt- 
more. 

Following are highlights 
of the convention: 

April 13, contact session of 


manufacturers’ association, 
10 a. m. to noon. 
April 14, morning, first 


separate business session of 
the wholesalers’ association. 

President’s address by W. 
W. French, Jr., Moore-Hand- 
ley Hardware Co., Birming- 
ham. 


“The Silent Partner,” by 
John S. Stiles, president, 
National Wholesale Hard- 


ware Assn., Morley-Murphy 
Co., Green Bay, Wis. 

“Modern Management 

(Continued on page 169) 
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ISLAND DISPLAYS 
WALL SECTIONS 


OVER- COUNTER 
DISPLAYS 


AT 
LOWEST 


cosTs 


More Sales for Your 
SPORTING GOODS DEPARTMENT 


Prepare for this season’s sporting goods business with the 
MAGIC OF KASON’S MODERN DISPLAYS. Whether you 
require an island display for seasonal expansion or a com- 
plete modernization of your sporting goods department, 
you can achieve these at LOWEST COSTS with KASON 
SALESmakers and KASON STRUCTURAL UNITS. 


WRITE FOR CATALOG BRANCHES: 
CHICAGO 
, 28 NO. HALSTED ST. 
KASON HARDWARE oxmon 
CORPORATION ir 
71 WALLABOUT ST. ALLSTON, MASS.» 


LOS ANGELES 


BROOKLYN I!, N. Y. 3410 W. WASHINGTON BLVD. 


Want more facts? Circle 212, p. 111 
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Lawn & Garden Show Set 
For Chicago Oct. 8-10 


The Mid-America Lawn, 
Garden & Outdoor Living 
Trade Show will be held at 
the International Amphi- 
theatre, Chicago, October 8, 
9 and 10 

This show will follow the 
National Hardware Show 
scheduled September 28 
through October 2 at the Col- 
iseum, New York City and 
the Atlantic City Hardware 
Convention which runs from 
October 4 through October 
7. 





W. HERB ALDRICH 


Union Hardware-Sealand 
Names Sales Manager 


W. Herb Aldrich was ap- 
pointed national sales man- 
ager, Union Hardware Sea- 


News of the Trade 





land, Inc., Torrington, Conn. 

He was southeastern re- 
gional sales manager, Po- 
laroid Corp. Mr. Aldrich was 
employed also by Sperry & 
Hutchinson Co. and Inter- 
national Latex Corp., as an 
assistant to the national 
sales manager. 

Mr. Aldrich will supervise 
the Union Hardware sales 
force in the promotion and 
sale of the firm’s_ sport- 
ing goods brands. 


Our Own Summer Show 
Planned for July 26-28 


Our Own Hardware Co., 
Minneapolis dealer-owned 
wholesaler, will hold its sum- 
mer convention and_ stock- 
holders’ meeting July 26-28. 
Meeting and exhibit will be 
held at the company’s ware- 
house, 618 N. 3rd St., Min- 
neapolis. 


A Correction 


In the HARDWARE AGE 
Lawn and Garden Merchan- 
dising Guide issue, p. 83 
(Feb. 12) a photograph of 
garden tools was erroneously 
labeled as Hechinger Hard- 
ware & Lumber Co., Rock- 
ville, Md. The display pic- 
tured is from Gurnee Hard- 
ware, Inc., Gurnee, III. 





Missouri Hardware Assn. Elects Ralph Butts 

























Officers and directors of the Missouri Retail Hardware Assn., elected 
at the Jan. 27-29 convention at the Hotel Chase, St. Louis are (left 
to right): seated, Frank Butts, Farm Supply Co., Lebanon, immediate 
past president; Frank L. G. Weiss, Union Hardware & Mercantile 
Co., St. Louis, vice-president and treasurer; Hardin Franks, Hardin 
Franks Hardware, Alton, president; J. C. Edmonston, L. Edmonston 


Son, Hornersville; and Edward Stapleton, Stapleton Hardware, 
St. Louis, directors: standing, Francis Knollmeyer, Scruggs-Guhleman- 
Knollmeyer, Linn; Adolph Simon, Florissant Hardware Co., Jennings, 
advisory board; Max Okenfuss, Okenfuss Hardware, Ste. Genevieve; 
William McKinnon, Ballwin Hardware, Ballwin; Donald Wagner, 
Haydon Hardware, Hannibal Jack Willborn, Glasgow Village Hard- 
ware; Fred H. Boemer, St. Louis, secretary; J. T. Fuchs, Pine Lawn 
Hardware, Pine Lawn, retiring advisory board member. 








Boost your, 
Metal Is 
Sales! 


WITH THIS HANDY 
SELF-SELLING 
MERCHANDISING 
HANDY DISPLAY we 
PACKAGE hd k [Sree 
NO Measuring 
NO Waste 

NO Weighing 
NO Time Lost 
NO /nventory 










Losses 
Easy to Handle 10 SHEETS 
and Store 2 
018 x 18x 48” 
26 U.S. GUAGE 
INSTRUCTION PACKED 
MANUALS A HEAVY 
AND NAILS on Come 
UL IGHT 
INCLUDED CRATED ALLOWED With Protective 
IN EVERY 10 PACKAGES 10 PACKAGESOR Corrugated 
CARTON PER CRATE MORE INNER 
Package 
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THE CHOMES CO.,INC., UNION WHARF, BOSTON 13, MASS. 
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P.O. BOX 2011, STOCKYARDS STATION, CHICAGO 9, ILL, 
P.O. BOX 9065, QUEEN ANNE STATION, SEATTLE 9, WASH. 





















SELLMEWK/4 


THE SNOW WHITE PLASTIC IN A TUBE \\ & 
\ 


>A 
TUB and TILE pi 
CAULK 
PROVEN 5 “ines (F 4 
FREE SAMPLE—Jobber inquiries invited os N 


FOR 
DE WITT PRODUCTS CO. Gry 
5858 PLUMER ST. + DETROIT 9, MICH. “ELLA 
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CLEAR PROFIT with SKIN-PACKAGED 
WRENCH SETS 


Another first by Upland! Sets are ‘‘skin- 
packed” directly on attractive, informative 
cards . . . easy to display on peg board 
rack, assuring fast turnover! And your 
profits stay high because THERE'S NO 
INCREASE IN PRICE. 
HEX KEY SET 
No. SP-7—7 piece set, bright-plated. Sizes 
5/64" to 1/4” across flats included. One 
dozen per box. One gross per shipping 
carton. Shipping Weight, 30 Ibs. per gross. 
Top volume item. 
Retail 39¢ ea. 
Terms: 2% 10 days, net 30, F.O.B. factory. 


For full-line catalog and nume of nearest jobber, write: 


UPLAND INDUSTRIES, Inc. Upland 7, Penna. 





SOUTH BEND TOY 


The model B1067 fea- 
tures two-tone aqua and 
white vinyl on a 23° x 12° 
body. Matching aqua 
tires. Full covered top 
rail. Duchess gear. 







Store traffic zooms when 
you display this new Vanity 
Table. Has fold-out arms 
and full flounce. Height 
20%"; 13” x 234%” top. 


East—8th Floor, 1107 Broadway, New York. 
Midwest—South Bend, Indiana. 
SALES South—633-3rd National Bank Bidg., Nashville 3, Tenn. 
OFFICES Denver & Pacific W.W .—2840 W. 93rd St., Seattle 7, Wash. 
Calif. & S.W .—2330 W. 3rd St., Los Angeles 57, Calif. 
Canada—Toronto, Ontario. 


Sold by the most successfu/ stores everywhere. 
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Northern Wholesale Reports Record Year 


Siar. SR 





At 37th Convention and Merchandise Show 


NE PRI BROT I et 


Dealers look over some of the 150 booths on display at the Northern 
Wholesale Hardware Co. convention and show in Portland, Ore. 


Profit and volume reached 
a record high in 1958, ac- 
cording to D. D. Foss, gen- 
eral manager and executive 
vice-president of Northern 
Wholesale Hardware  Co,, 


For faster sales, easier profits, 
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dealer - owned wholesaler of 
Portland, Ore. Announce- 
ment was made during the 
37th annual convention and 
show Feb. 22-24 in Portland. 
About 1000 dealers, wives 


‘ , ss | 


News of the Trade 





and personnel, another rec- 
ord, were on hand to look 
over the 150 display booths. 
There are now more than 350 


Home Town Hardware 
dealer member stores. 
Topics at meetings  in- 


cluded: credit selling, sales 
promotions, store identifica- 
tion, a new stores accounting 


program, and a new stock 
control system. 
J. M. Scott was elected 


vice-president of Northern. 
Two new members elected to 
the board to enlarge it to 
nine members are Bob Oud, 
Orofino, :Idaho, and L. R. 
Vanairsdale, Newport, Wash. 


Capitol Mfg. Elects 
Officers After Merger 


Executive posts have been 
filled since the merger (Jan. 
2) of Capitol Mfg. Co., Co- 
lumbus, Ohio, with Harsco 
Corp. Capitol is now an inde- 
pendent division of Harsco. 

Herman M. Katz, former 
secretary and treasurer of 
Capitol, has been elected ex- 
ecutive vice-president and 
general manager. 

George M. Levine, formerly 
sales manager, has been 





> aa 
a 
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elected vice-president § in 
charge of sales. 

Hugh Masoni, Robert 
Schaefer, Stanley H. Katz 
and M. P. Melton were named 
assistant sales managers. 


Noelting Of Faultless 


A photograph of Clarence 
B. Noelting, president of 
Faultless Caster Corp., 
Evansville, Ind., was mis- 
takenly identified as C. Ber- 
nard Noelting, newly 
appointed general sales man- 
ager for the firm, in a news 
story appearing in the Feb. 
12 issue. 





C. BERNARD NOELTING 





sell the Lyman line! 














the Trade 





a \OR ‘Line Of T, he Year" 





PAUL R. GARRISON 


Paul Garrison Retires 
At Steinman Hardware 


Paul R. Garrison, buyer 
at Steinman Hardware Co., 
Lancaster, Pa., has retired 
after 33 years of service. He 
was buyer for builders’ hard- 
ware, paints, fasteners and 
tools. 

Frederick Shand, vice- 
president since he _ joined 
Steinman in 1957, has taken 
over the purchasing respon- 
sibilities for these depart- 


FREDERICK SHAND 


the wholesaler in 1926. A 
short time later he became 
tool buyer and salesman for 
industrial accounts. In 1947 
he took his most recent post. 


Lummis Heads New Firm, 
West Coast Chain Co. 


W. R. Lummis was elected 
president of the West Coast 
Chain Co., 2242 E. Foot- 
hill Blvd., Pasadena, Calif., 
a newly-formed company 
equipped to manufacture 





Murray Ohio Mfg. Co:, 


of the Year" award, 
Supplee-Biddle-Steltz Co.., 
Steltz, Jr. 


representing Murray Ohio. 





Seidlitz Paint Elects 
C. N. Seidlitz Jr. V-P 


Nashville, 
along with a citation and silver bowl, by 
Philadelphia wholesaler. Pres. William G. 
(left) makes the presentation to Murray H. Bender, 


te 
q 


ed 
« 


Tenn., was presented the “Line 





elected to the newly-created 
position of executive vice- 


ments. weldless-chain. 


Mr. Garrison started as a 
sporting goods salesman for 





Charles Clark was named 
general manager of the firm. Paints of Texas, 


C. N. Seidlitz, Jr., former- President, Seidlitz Paint & 
ly president of Seidlitz Varnish Co., Kansas City, 
Inc., was 


Mo. 








.-» the broadest line of metallic sights: 


the best receiver and front sights made — and the best-known of all. 
One or more combinations for just about every rifle— and any kind 
of shooting! 

Sell these popular performers! Each one is alone in its class — backed 
by the Lyman quality tradition and the biggest promotion ever. 


Cash in on the surplus rifle bonanza: Lyman has the front and rear 








» « « quality scopes priced for fast sales: 


All-American Scopes now in 242 * 3 * 46 8 10 power —all 
remarkable values for the price: needle sharp and bright, rugged, 
fog-proof, and precisely adjustable. Made to last, engineered to stay 
trouble-free. And there’s a set of sturdy, compact Tru-Lock® mounts 
for many popular rifles to make tie-in sales a breeze. 

Get set for the varmint trade: All-American 8- and 10-power scopes 





sight for every surplus Springfield. Enfield, Mauser! 


eS * 


folding leaf sights shotgun sights 


with adjustable objective-lens focus sell on first sight! 






All-American 4-power scope 





target front sights 


bead sights 






receiver 
sights 





ramp and front sights 


1CS1TAD 


MIDDLEFIELD, CONN. 


THE LYMAN GUN SIGHT CORP. 
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For faster sales, easier profits, sell the Lyman line! 
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news in brief of 


MANUFACTURERS’ AGENTS 


@ Clifford A. Larsen and Associates Co., St. Louis, Mo.— 
Clifford A. Larsen, former general sales manager, Lenox 
Plastics, Inc., St. Louis and Puerto Rico, has formed a 
firm for national representation and consultation for manu- 
facturers in the housewares and allied industries. The 
firm will be located at 214 Elm Ave., St. Leuis. 


@ Watertown Mfg. Co., Watertown, Corn.—Eastern Penn- 
sylvania, southern New Jersey, Delawaire, Maryland, Vir- 
ginia and Washington, D. C., to MacDonald & Newton, 
Philadelphia, Pa., and Texas, Oklahoma, Arkansas, Louis- 
iana and Mississippi to Robert M. Barnes Co., New Orleans, 
La. Both firms will represent the Melmac dinnerware line. 


@ Mansfield Sanitary, Inc., Perrysville, Ohio—Minnesota 
and northern Wisconsin to Burk-Graham Sales Co., Minne- 
apolis, Minn., for plumbing fixtures and brass trim. 


@® Blisscraft of Hollywood, Los Angeles, Calif.—Greater 
New York City and New Jersey territory to R. P. Hussey 
Associates, New York, N. Y. 


@ American Biltrite Rubber Co., Chelsea, Mass.—Mary- 
land, Delaware, eastern Pennsylvania, Washington, D. C., 
and southern New Jersey to Rogers Sales Co., Moores- 
town, N. J., and western Pennsylvania to M. Fricchione Co., 
Pittsburgh, Pa. 


@ Atkins Saw Div., Borg-Warner Corp., Indianapolis, Ind. 
—Illinois, Indiana, Wisconsin and northern Kentucky to 
Merdco, Inc., Chicago, III. 


—————— 





News of the Trade 





@ N. B. Spurgeon Co., Chicago, Ill.—The firm has pur- 
chased a building at 4315 W. Fullerton Ave., Chicago, for 
additional office space. The former location was 29 N. 
Wacker Dr., Chicago. 


@ Eagle Rule Mfg. Corp., New York, N. Y.—Wisconsin 
and the northern peninsula of Michigan to the Frank Snyder 
Co., Milwaukee, Wis. 


@ Rugg Mfg. Co., Greenfield, Mass.—Florida, Alabama, 
Georgia and Tennessee to Carter Hough, Jr., and Associates, 
Jacksonville, Fla., for wood and metal lawn rakes. 


@ Dover Stamping Co., Fall River, Mass.—California to 
Snyder and Speer Co., Los Angeles, Calif., for the sale of 
paint pots. 


@ Yard-Man, Inc., Jackson, Mich.—The Mountain States 
area and parts of Texas and Idaho to Albert M. Solen Co., 
Denver, Colo., for power mowers. 


@ Lenox Plastics, Inc., St. Louis, Mo.—Metropolitan New 
York area to Gallagher Bros., Inc., New York City; Penn- 
sylvania, southern New Jersey, Washington and Baltimore 
to John Deery. 


@ Plymouth Rubber Co., Inc., Canton, Mass.—Michigan to 
Turrell & Co., Inc., Detroit. 


@ Bestt Rollr Co., Inc., Fond du Lac, Wis.—Georgia and 
Alabama to W. R. Hutson & Co., Conyers, Ga. 


@ Quickie Mfg. Corp., Philadelphia, Pa.—Montana, Wyo- 
ming, Utah, Colorado, New Mexico, Arizona and north 
Texas to Roy J. O’Donnell Co., Denver, Colo. 


@ Hy-Ko Products Co., Cleveland, Ohio. — Michigan to 
Warren R. Frenell. 





PERFECT 





caw HiT ANY TARGET 


_gvERY TIME: 


FREE 
hoke booklets 
on plain all about 

choke devices 


decal for 
your wi 
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Three Hardwaremen Win 
Display Contest Prize 


Three hardware dealers 
were among the winners who 
shared prizes in a $10,- 
000 display contest sponsored 
by Aladdin Laboratories, 
Inc., Minneapolis, Minn. 

They are Paul L. Bern- 
hardt, Greer Hardware Co., 
Salisbury, N. C.; Howard 
Stegmann, Stegmann Hard- 
ware, Marshalitown, Iowa, 
and R. J. Schwendiman, Dia- 
mond Hardware Co., Twin 
Falls, Idaho. 


Philadelphia Dealers 
Elect Kaiser President 


Calvin L. Kaiser, Kaiser 
Bros., was elected president 
of the Retail Hardware Assn. 
of Philadelphia recently. 

William Smith, Alsamite 
Paint & Varnish Co., Inc., 
and Charles Solowey, Solo- 
wey Hardware, were elected 
vice-presidents. Charles Huff 
was elected treasurer and 
Herman Klein, Henning’s 
Store, secretary. 

The association’s 39th an- 
nual banquet will be held 








Tues., May 26 at the Alden 
Park Banquet Room, Wissa- 
hickon and Kenilworth Aves. 


American Sponge Elects 
E. C. Riley President 


Edward C. Riley was 
elected president of the 
American Sponge & Chamois 
Co., Long Island City, N. Y. 
He succeeds Arthur J. Sloss, 





EDWARD C. 


RILEY 


who was elected chairman of 
the board. 

Mr. Riley, with the firm 
more than 40 years, was ex- 
ecutive vice-president. 
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Tri-State Dealers Elect K. G. Vaughn 


K. G. Vaughn, Vaughn Implement Co., Tulio, Tex., was elected presi- 
dent of the Tri-State Hardware & Implement Assn. at its convention, 
Feb. 8-10 in Amarillo. Officers and directors are (left to right): 
seated, R. B. Allen, executive secretary, Canyon, Tex.; Fred D. Huning, 
Huning Mercantile Co., Los Lunas, N. M., vice-president; Billy Thomp- 
son, Thompson Bros., Memphis, Tex.; K. G. Vaughn, president; 
J. L. Hook, J. L. Hook Hardware, Texhoma, Okla.; and J. R. Stanley, 
Stanley Hardware Co., Big Spring, Tex., directors; standing, Wallace 
Reid, Reid Hardware, Munday, Tex., director; Kenneth Cox, Farmer's 
Supply Co., Lubbock, Tex.; Carl Maurer, Maurer Machinery Co., 

Friona, Tex.; Morton Gragg, Portales, (N. M.) Hardware Co., retiring 
president; and Lawrence Merchant, Carlsbad (N. M.) Hardware Co., 
director. 





as tie-ins on new shotguns! 
as additions to shotguns now in use! 


rgunners shoot the works when you show 






em the Lyman line of choke devices — the best 
known, best advertised, best all-around! 


Your profit—a full 334% on every sale! And 
Lyman choke devices are so easy to sell — because 
each one is backed by thirty-one years of choke 


Cutts Compensator® — the original choke device 
— famous for perfect patterns even at extreme 
short or long range! Here’s an item that keeps 
your customers coming back for more — sell’em 
up to 7 Comp® Tubes and Adjustable Tube. 
Cutts Compensator improves any single-barrel 
12-, 16-, 20-, 28-gauge or .410 bore. 

With one tube, $16.25. 


know-how and quality production — and’ because 
each one benefits from the most extensive con- 
sumer advertising campaign in the field. 


You need keep no inventory! Best of ali — your 
nearby jobber-installer keeps inventory — makes it 
his business to provide prompt installation service. 


New LymanCHOKE® — Sell the best adjustable 
choke for less! LymanCHOKE outperforms all 
other adjustables — is consistently first in tight, 
killing patterns. Available for 12-, 16-, or 20- 
gauge singles. 

Only $12.50 — with Recoil Chamber, $14.95. 


Write for list of nearby Lyman jobber-installers. 


— EQUIPMENT - re — ° alee CHOKES 
: aa i 


THE LYMAN GUN SIGHT CORP. 


MIDDLEFIELD. CONN. 
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brief reports of 


MANUFACTURERS SALESMEN 


@ R. D. Werner Co., New York City, N. Y.—William B. 
Caldwell, Jr., formerly southeastern district sales manager, 
Atlanta, Ga., to manager of the company’s Chromtrim Metal 
Moulding Div., with headquarters in New York. G. Patrick 
Bingham, formerly district sales manager, Michigan-Ohio- 
Indiana area, Dearborn, Mich., was appointed product man- 
ager, Sink Frame Div., with headquarters in New York. 


@ American Pad & Textile Co., Greenfield, Ohio.—Harry 
Fetherlin, Columbia, S. C., formerly employed by the com- 
pany for 21 years, returns as a full-time factory represen- 
tative after five years of operating his own manufacturers’ 
agency. He will represent the Tapatco line in North and 
South Carolina, Georgia, Florida, Alabama and Mississippi. 


@ McKinney Mfg. Co., Pittsburgh, Pa.—Robert C. Fenton, 
Jr., to salesman in the New York City area contacting 
hardware consultants, building supply dealers and archi- 
tects. He was with the Stanley Works. 


@ Hager Hinge Co., St. Louis, Mo.—Gerald R. Kilsberg 
from the company sales department to regional sales rep- 
resentative in Colorado, Utah, Wyoming, Arizona and New 
Mexico sales territory, with headquarters in Denver, Colo. 
He will be a direct factory representative in the field for 
sales territories formerly handled out of San Francisco 
and Phoenix. 


@ Gale Products Div., Outboard Marine Corp., Galesburg, 
Ill._—James H. Sherwood, Atlanta, Ga., former southeastern 
district sales to Ohio, Indiana, Michigan and Kentucky and 
James R. McMath, Fort Wayne, Ind., from central states 
territory to upstate New ‘York and western Pennsylvania. 
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Wee Are you getting your share of the big reloading 
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News of the Trade 


business — where sales have shot up 600% 
over the past five years? There are 2,000,000 


q Easy profits in the best- 
selling Lyman Reloading 


Set it up in its own dispenser- 
display — here’s a point of sale 
item that sells itself! Many deal- 
ers now Sell several dozen copies 
of this “reloader’s bible” every 


NEF! hy Ws iS ANS. ANS NS 
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@ Goulds Pumps, Inc., Seneca Falls, N. Y.—Donald J. 
Plourde to regional supervisor of water system sales in 
the Atlanta territory from the Atlanta branch office. He 
formerly worked in the New England, New York-New 
Jersey areas. Carl Laib, formerly a territory salesman for 
30 years, to the newly created position of regional super- 
visor, water systems sales, for the north central states area. 


@ Crown Cork & Seal Co., Inc., Philadelphia, Pa.—Harvey 
C. Tull, from consolidated district sales manager, to re- 
gional sales manager of the company’s newly-created 
central region. He has been with company for 23 years. 


@ Portable Appliance Div., Westinghouse Electric Corp., 
Mansfield, Ohio—H. D. Kelty, from manager vacuum cleaner 
department, to southwestern regional manager, Portable 
Appliance Div. He succeeds R. J. Moore, who resigned to 
enter private business. 


@ Beacon Plastics Corp., Newton, Mass.—Myron S. Dia- 
mond, Kansas City, Mo., will cover Iowa, Kansas, Missouri 
and Nebraska; Stanford C. Deno, Irving, N. Y., to western 
New York state and western Pennsylvania; and Jack Hecht, 
Portland, Ore., will service Washington and Oregon. 


@ Club Aluminum Products Co., La Grange Park, Ill.— 
Gene Ruffing, central sales manager for the company, has 
been given responsibility for Club’s Inland Glass Div. sales 
in a 20-state central region. 


@ Fayette R. Plumb, Inc., Philadelphia, Pa—John P. 
Powell has been appointed district manager of New Eng- 
land, New York and northern New Jersey. 


@ Gould-Mersereau Illinois, Inc., Chicago, Il].—Joseph O. 
Leger, formerly with the Graber Co., to Chicago area rep- 


resentative. 











in reloading equipment sales. .. 


THREE, FOUR, FIVE! 


reloaders at present with more joining their ranks 
every day. Every type of shooter is a potential 
ing the Handbook of 


reloading customer. 
Cast Bullets 


New — and moving fast — the 
only complete book on bullet 
casting and bullet development 
through history. Together with 
the other handbook it sells the 
complete reloading idea — make 
a profit and win a lifelong cus- 
_ tomer every time you sell a book! 


Sew up sales by display- 
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Jensen-Byrd Show For Marshall-Wells Stores 
Pats Spotlight on Enthusiasm as Sales Tool 


Jensen-Byrd Co., Spokane, 
Wash., wholesaler, held a 
two-day dealer meeting and 
show early this month for 
its Marshall- Wells Stores. 
More than 300 dealers and 
their store people attended 
from Montana, Idaho, Ore- 
gon, and Washington. 

“Sales Aids Lead to En- 
thusiastic Selling’ was the 
theme of the meeting. Key- 
note speakers were John 
Shirley, president, Shirley 
Corp., and A. L. Platky, vice- 
president and sales manager, 
P & C Tool Co. 

The program emphasized 
product knowledge, inspira- 
tional selling of profitable 
lines, advertising, and pro- 
motions as dealer aids neces- 
sary today for the indepen- 
dently owned and operated 
retail hardware store to sur- 
vive with changes taking 
place in retail fields today. 

Key 
goods 
booths 
exhibit. 


lines and seasonal 
were displayed in 
at the merchandise 
More than 100 fac- 





tory representatives assisted 
with the displays. 

Seott Jensen, chairman, 
and A. L. Jensen, president, 
of Jensen-Byrd, stated that 
dealers attending the show 
were quite optimistic about 
business continuing on the 
same increase throughout 
the remainder of the year 
that has been prevalent dur- 
ing the first two months. 


New Britain Co. Elects 
J.C. Pease President 


Julian C. Pease, executive 
vice - president, was elected 
president «f the New Brit- 
ain Machine Co., New Brit- 
ain, Conn. Mr. Pease suc- 
ceeds the late Ralph S. 
Howe. 

William J. Lofgren, secre- 
tary and treasurer, was 
elected a director. Robert T. 
Frisbie, Jr., vice - president 
and sales manager of New 
Britain-Gridley Machine 
Div., was appointed to the 


board’s executive committee. 
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Ted Foreman Receives 
Dues Inc. Appointment 


Ted Foreman, formerly 
with General Electric Sup- 
ply Co. and Universal Hard- 
ware, has been appointed 
salesman/representative for 
Dues Inc., wholesale distrib- 
utors, Dayton, Ohio. 


Southern Wholesalers 
Will Consider Costs 


(Continued from page 161) 


Practices,” by George Wil- 
kinson, Wilkinson & Asso- 
ciates, Princeton, N. J. 

April 14, afternoon, con- 
vention golf tournament, 
Palm Beach Country Club. 

April joint 
session. 

“A Hardware Man in Polli- 
tics,” by Edmund Orgill, 
mayor, Memphis. 

“The Threat to Freedom,” 
by Felix Morley. 

April 16, morning, final 
business session of wholesal- 
ers’ association. 

Two-way discussion on de- 
livery costs. Glenn Torbett, 
Summers Hardware & Sup- 


15, morning, 





wo See BRS 
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ply Co., Johnson City, Tenn., 
discussing advantages of 
company operated trucks. 
Ralph Speer, Jr., Speer 
Hardware Co., Fort Smith, 
discussing advantages of 
common carrier. 

“Planning a Balanced Fish- 
ing Tackle Inventory,” by C. 
S. Roberts, Jr., Roberts, San- 
ford & Taylor, Sherman, 
Texas. 

“Some Basic Procedures in 
Solving Warehouse  Prob- 
lems,” by Charles W. Harris, 
warehousing consultant to 
management firms. 

An entertainment i pro- 
gram, followed by dancing, 
is being planned for Monday 
and Tuesday evenings. 

The ladies’ program will 
include boat trips on Monday 
and Tuesday afternoons. 


Barkley Retires as VP 
From Beaver Pipe Tools 


E. Ray Barkley, vice-presi- 
dent, Beaver Pipe Tools, Inc., 
Warren, Ohio, since 1943, 
has retired. 

Mr. Barkley joined the 
firm in 1921 as the advertis- 
ing director. 





Se. 


3 Quick profit in Lyman Ammunition- Maker Kit 


The only set of its kind — casts bullets and reloads ammunition — in 


choice of these 16 popular calibers: 


222 Rem., .244 Rem., 
257 Robt., .270Win., .308Win., .300Sav., .303Brit.,  .30-'06, 
.30-30., 38 Spec., .357Mag., .44 Spec., .44 Mag., .45 Auto., 
45 Colt. Packaged for counter sales — it’s a natural gift item — priced 
to sell fast at 24, 95! 


.243 Win., 





4 Fast turnover on the big items 


Lyman presses, dies, bullet moulds move fast 
— they're priced right — packaged for 
customer appeal and backed by biggest 
advertising campaign ever. Here’s the only 
complete line of reloading equipment on the 
market! 





5 The reloaders return 


Now and forever — they go on buying — at the average rate of $16.00 
per month on supplies alone — month after month! 
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Display Cards put 
eleliiel-le-wmar-laeh, 2-la-meelet 
Tame iaeleleeielaer- tay 
—for bigger profits 


Builders’ hardware has long been hidden under a 
bushel — in boxes and on shelves. 

NOW, with Shelby PC cards it moves out where 
it's seen — result, quick turnover. 


SPACE SAVERS — Shelby PC cards — all 2'%,” wide 
— are designed to take minimum space in counter 
display bins, on peg boards, or on wire racks. 


EYE CATCHING — Everything is visible on attrac- 
tive, 2-color PC cards. Hardware is sealed in clear 
plastic. Customers can see and examine what 
they‘re buying. 

CLEAN — PlastiCoat gives hardware and card a new 
sparkle — both are always clean. And screws too, 
are sealed in — never any loss. 


Display and sell the modern way — order the 
complete Shelby line of PC cards from your jobber. 


THE SHELBY SPRING HINGE CO. 
Shelby, Ohio 





_ ~~ el 
+, 


JOSS SaaS 


30 items in ‘the nine 
Shelby PC Line. 


Manufacturers of quality hardware since 1898 
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DISPLAY RIGHT... 
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HELLER 


PRE-ENGINEERED FIXTURES 

Display space is your “‘selling space.” So . . . display 
right, sell more — and profit more from Heller sales- 
planned fixtures. Islands, gondolas, wall fixtures, dis- 
play stands and accessories — all immediately avail- 
able to meet your needs and suit your budget. 

Don't wait — write, wire or phone for the new 
Heller display planning guide no. “FA” 


MONTPELIER 
w.c. FELLER & CO. onto 
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In the handy, sift-proof 
cut-and-pour packages. 


Nationally 
Advertised 


PLANT FOODS. 


and SOIL CONDITIONERS 


COW MANURE © SHEEP MANURE © PEAT MOSS © HYPER HUMUS 
ROSE FOOD © BONE MEAL © VERMICULITE © AZALEA FOOD @ LIME 


A. H. HOFFMAN INC., LANDISVILLE, PA. 
Want more facts? Circle 220, p. 111 





MARKSMAN air pistol shoots all 3 


ALL METAL 
CONSTRUCTION 


weight and feel of a real .45 
powerful « accurate + guaranteed ‘ 
*Gift boxed complete 
with BB's, Darts, 
Pellets and 
Targets. 


PELLETS 
For all makes of SEE YOUR JOBBER OR WRITE FOR INFORMATION TO: 


Air Pistols & Rifles. MARKSMAN PRODUCTS 
Both .22 & .177 Cal. MORTON H. HARRIS, INC. 
in tins of 500 & 200. LOS ANGELES 25, CALIFORNIA 


Fireball j Dart Games 
Y-8 Slingshot and Darts 
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Ace Hardware Builds 
Modern Fixture Plant 


Ace Hardware Corp., Chi- 
cago, Ill., has started con- 
struction of a modern fixture 
plant with 8,000 sq ft in 
Geneva, Ill., for their store 
fixture and merchandising 
service div. 

The plant has operated in 
Geneva for the past 15 years 
in leased space but additional 
requests for remodeling and 
a trend to larger Super Ace 
stores created the demand 
for a permanent home. The 
plant will have 20 employees, 
plus a field crew of eight 
men to set fixtures and mer- 
chandise the chain’s stores. 


Ames Co. Celebrates 
185th Anniversary 


The O. Ames Co., Parkers- 
burg, W. Va., is celebrating 
its 185th anniversary. 

The company, founded in 
1774, by Capt. John Ames is 
believed to be the oldest met- 
al fabricating corporation in 
the country. The company 
grew right along with the 
nation to be one of the coun- 
try’s leading manufacturers, 
and its shovels and complete 
line of garden and hand tools 


News of the Trade 





panded in more recent years 
into the furniture field. The 
company makes the Ames 
Aire furniture for casual 
living, and the Ames Maid 
line of kitchen and juvenile 
furniture. 


JOSEPH A. MARKELL 


Markell Elected V-P 
At Butcher Polish Co. 


Joseph A. Markell, former 
sales manager of the Retail 
Div., Butcher Polish Co., 
Malden, Mass., has_ been 
elected vice-president, sales. 
Mr. Markell will be responsi- 
ble for sales activities in all 
divisions. 

Mr. Markell first became 
associated with the firm in 
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The Ames name has ex- Inc. 
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New York Dealers Elect Porter L. Morrow 





% 


| ‘ 
| New FISHCAKE 
Top-Water Lure 


212 MILLION 
SOLD! 


Available in 20 sizes and 26 
colors. Models for trolling, 
casting or spinning. 1” to 4%”. 
Salt water models 5” to 6” 


Backed up this year 
by the most impressive ad campaign 
in our histor Y . « « IMPACT ADVERTISING IN SUCH 


MAGAZINES AS Post, Sunset, True, Argosy, Field & Stream, 
Sports Afield, Outdoor Life, Elks, Western Outdoors, Southern Ouvut- 
doors and a host of others! 


HELIN TACKLE COMPANY 


Manufacturers of the World's Leading Fishing Lures 
4058 Beaufait - Detroit 7, Michigan 


Provides the right colors, sound 
effects and offset hooks to catch 
top-water strikers at night and 

j all day tool 





Porter L. Morrow, W. G. Arthur Co., Orchard Park, was elected 
president of the New York State Retail Hardware Assn., Inc. at its 
annual convention Feb. 2-4 in Syracuse, N. Y. In photo above Mr. 
Morrow is second from left. Others are, left to right, John A. Losee, 
Jr., Buchanan Hardware, Richfield Springs, second vice-president; 
Nicholas H. Kiley, executive secretary; and H. Barclay Cornell, Bar- 
clay Hardware, Pleasantville, first vice-president. New directors are | 
Francis Christiano, Christiano Hardware, Leicester; Otis Parrish, 
Doyle Hardware, Lyons Falls; and Abbott B. Henshaw, East Aurora 
Hardware, East Aurora. Re-elected directors are Vaughan E. Fargo, 
Fargo Hardware, Smyrna, and Paul D. Mahoney, David Mahoney 
Co., Schenectady. 
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SHOW and SELL 
these FAST-MOVING 
FULTON PRODUCTS 


Fulton winches, pulleys, hooks and couplings are 
widely used on the farm and in industry . . . and 
are particularly adaptable to marine and boat 
trailer use. Meet the spring demand—stock Fulton 
and increase profits by selling the quality line. 


GENERAL PURPOSE 


No. 294 is one of three new models with 
higher gear ratios and load capacities, de- 
signed to handle the heavier loads more 
easily. Has positive 2-way ratchet with ‘“‘off’’ 
position, and features an adjustable handie— 
shorten to lift light loads fast, lengthen te 
lift heavier loads easily. 5:1 gear ratio, 
1400 pounds capacity. 


WINCHES 
OTHER MODELS 


Pounds 


Gear 
Ratio Capacity 


No. 270 for farm and other stationary ap- 
plications. Hub is 2%” for cable, and 434” 
wide drum provides capacity for 580 feet of 
VY,” line. Easily disassembled for service 
and cleaning. 5:1 gear ratio, 1800 pounds 
capacity. 


Models available with rope and 
hook: 230-DR, 235-R, 290-R, 
292-R, 294-R. 


Malleable Hooks 
Bright cadmium plated 
Malleable Hooks, fully 
annealed and designed 
for maximum strength 
at point of greatest 
strain. No. 466, illus- 
trated, has snap lock. 
No. 462 without snap 
lock. 


POPULAR FOR HAULING TRAILERS AND OTHER 
PORTABLE EQUIPMENT 


No. M-2 Dual-Lok Coupling 


Cam operated—fast and positive. Hole 
provided in locking lever for padlock. 
Supplied with 17,” ball, capacity 4000 
pounds. 





No. 415 PULLEY 
2%,” pulley wheel, takes rope 
up to %”, turns on Oilite 
self-lubricating bronze sleeve 
bearing. Heavy pressed steel, 
cadmium plated. Load ca- 
pacity 750 pounds. 


No. B-8 Multi-Fit Coupling 


Fits balls from 17%,” to 2", supplied 
with 2” ball. Capacity 6000 pounds. 
Fulton couplings feature pressed steel 
construction and die-formed steel balls. 
Models available from 2000 to 8000 
pounds capacity. 


YOU'LL FIND MANY MORE 


interesting items in your copy of our new 
catalog. Write for it today or contact 
your jobber. 


ne FULTON .. 


1912 SO. 82nd ST. MILWAUKEE 19, WISCONSIN 
Want more facts? Circle 223, p. 111 
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News of the Trade 


Moantain States Dealers Elect Officers 


Officers and directors of Mountain States Hardware & Implement 


| Assn., elected at the Jan. 27-29 convention at the Cosmopolitan 


| Hotel in Denver are (left to right): seated, James Ellis, Greeley, 


Colo., director, National Retail Farm Equipment Assn.; R. J. Boggs, 


| Boggs Implement Co., Grand Junction, Colo., first vice-president; 
| Paul Marsolek, Marsolek. Inc., Denver, second vice-president; Fred 
| Siebott, Siebott Hardware Co., Craig, Colo., president; William A. 
| Davis, Davis Implement Co., Goodland, Kan., retiring president; 


F. W. Reich, Boulder, Colo., secretary-treasurer; standing, Fred 
Kroeger, Jr., Farmer's Supply Co., Durango, Colo., advisory board; 
John Pearce, Englewood Hardware, Englewood, Colo.; Tom Ambler, 
Tom Ambler Hardware, Burlington, Colo.; E. W. Perlenfein, Perlenfein 
Implement Co., Yuma, Colo.; A. V. Templeton, Templeton, Bush Co.., 
Rocky Ford, Colo.; William Endner, Endner Hardware, Gunnison, 
Colo.; Ray M. Moreland, Moreland Implement Co., Ordway, Colo., 
directors; John Dansdill, Colorado Lumber Co., Akron, Colo., retiring 
director; Thomas Fay, Thomas Fay Implement Co., Greeley, Colo., 


| director. 








Wisconsin Assn. 


: ss 


Elects D. L. Pierce 


> : 
Fo SS 


New officers and directors of the Wisconsin Retail Hardware Assn. 
elected at the Feb. 2-3 convention in Milwaukee are (left to right): 
seated, Adolph Asleson, Asleson's Hardware, Stoughton; Clarence 
E. Mielke, Mielke's Ace Hardware, Markesan; A. E. Westlund, 
Westlund Hardware, Superior; A. C. Johnson, Robertson Hardware 
Co., Wauwatosa; D. |. Pierce, Pierce Hardware Co., Brodhead, 
president; H. A. Lewis, Stevens Point, secretary-treasurer; Walter 
K. Smith, Walter K. Smith Hardware, West Bend; Richard Schaus, 
Emil Schaus Hardware Co., Manitowoc; Joseph B. Eagan, J. B. 
Eagan & Sons, Avoca. Standing (left to right): advisory board, 
R. L. Lendved, Lendved Hardware Co., Clintonville; Ray E. Gasser, 
Gasser Bros., Boscobel and Alvin R. Moe, Moe Hardware Co., Black 
River Falls (retiring president). 





preferred SPORTING GOODS 
WHOLESALERS 


See a 


R) ee ae 
x r 4 4 : 
oe $4 ee 
LENOX HACKMASTER N 


SHATTERPROOF HAND HACK SAW BLADES 


Bi fit = t 
= oh FULL LINE OF SPORTING GOODS 
ware men choose LENOX HACKMASTER 


Hand Hack Saw Blades. Lenox blades last in Chicago, August 2 through 5, 1959 
8 times longer, cut faster and easier than 
standard grade blades. 


at the first 


SALES BUILDING DISPLAYS AVAILABLE. 


Compact, eye-catching counter displays keep sales 


siti i | NATIONAL WHOLESALE 
SHATTERPROUE! SPORTING GOODS SHOW 


AMMUNITION This all inclusive Sporting 


. ARCHERY 
COUNTER CARD 14 x 11” SPECIAL TWIST DISPLAY. BADMINTON Goods Show will be held 


in 3 colors. oe Powerful ae Fe pr 

No. 20 with 20 blades. ing visually ackmaster’s 

No. 40 with 40 Hack- UNBREAKABLE feature. ona August 2 through 5, 1959 

masters. Also 100 to a Free with 200 blade order. | LE . . 

Son. in the 100% air-condi- 
For more facts and figures, write today! BOATING 


Exo = | AMERICAN SAW BOWLING tioned, luxurious 


mevcoanencro: | & MFG. COMPANY CAMPING 
SPRINGFIELD, MASSACHUSETTS U.S.A. COOLERS 


CLOTHING SHERATON 


Want more facts? Circle 224, p. 111 FIREARMS 


_ FISHING TACKLE HOTEL 


FOOTBALL 505 N. Michigan Av. 
FOOTWEAR 


GOLF Chicago, Ill. 
GYM EQUIPMENT 
HOCKEY 


HUNTING Advance 
PICNICKING 


OUTBOARD MOTORS Registration 
PLAYGROUND 


’ SKATING Required 
Ack Your Jobber SKIING 


Orwrite & | SOCCER for all Buyers 
| TEC IMPORTS | SOFTBALL 
comast amo Fa crg  caMNOT “Lor adie ellie TABLE TENNIS 
STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS pereiere TENNIS Jobbers, Wholesalers 
Want more facts? Circle 225, p. 111 TENTS 
No. 110 All-purpose tt TRACK AND FIELD 


Bronze Alloy Sponge TRAILERS ° ° 
——_ if HOUSEWIVES’ CHOICE! seams provided with advance 


VOLLEY BALL registration forms. For 
WATER SPORTS extra copies write to: 








STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 


7 





STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 


STIS KOVEIDOUS—DIAIS J13S—"STIIS NOVEIDOUS 


rr 





and Distributors will be 


You'll profit plenty by stocking the seven popular styles of 
> Gottschalk’s Metal Sponges. Women coast-to-coast have 
" preferred labor-saving Gottschalks for over 40 years because 

they do a better cleaning and scouring job on floors and 

woodwork, utensils, tiles, metal, porcelain and enamelware, 
whitewall tires, etc. Durable, harmless to hands and 
fine finishes. 


NATIONAL WHOLESALE SPORTING GOODS SHOW 


TSCHALK’S || 600 SOUTH MICHIGAN, CHICAGO 5, ILLINOIS 
y METAL SPONGES | 


Don’t bother with substitutes. Supply women with the 
original Gottschalk’s Metal Sponges they want. Write today 


for details. Manufacturers who sell through wholesale 


aalolalal-1CMmehamelitialeliilelaMme|4-MEla\aii-te Me loMt-> dali elie 
¢ 


sthagitas 
No. 760 Stainless Steel METAL SPONGE SALES CORP. 
Barbecue and Grille : , 
iiehenmnind 3650 N. 10th St., Dept. HA, Philadelphia 40, Pa. 


Retail Price 50c Pnceneeeneasmantvatuntnetinhianieniaianenaeainnannetamendl 
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PERMA-GRIT™ 


a tungsten carbide tool for every 


—_ 


174 


from the makers of SKILSAW products 


ABRASIVES 


purpose... from $125 to $1525 


You get more dollars 


per unit of sale with the 


fast-moving PERMA-GRIT abrasive line. Each 
product made with long-lasting tungsten carbide 
grit permanently bonded to steel. One product 
sells another in this complete line. Ask your whole- 
saler for a demonstration today. 


call 


Hand Sander: $1.95 to $2.95. 
Outlasts hundreds of sand- 
paper sheets. Contour-grip 
sanding block and tungsten 
carbide sheet in choice of fine 
or medium grit. Deluxe kit 
available. 


Hand Files: $1.95 to $2.25. 
Work twice as fast as ordi- 
nary wood files or rasps. Re- 
move stock on both forward 
and back stroke. Full size 14° 
blade in choice of either flat 
or contour file. 


Electric Sander Sheets: 
$2.95 to $3.50. Amazing new 
accessory for sanders using 
Ys or V2 sheet of paper. Five 
grit sizes from coarse to very 
fine for sanding painted or 
unpainted wood, wallboard, 
plaster, plastics, dry wall 
joints, etc. 


Bench Sander Discs: $5.60 
to $11.95. Outlast sandpaper 
100 to 1. Available in 8", 9”, 
10°, 12” dia. ina wide choice of 
grit sizes. SKIL super-grip 
cement locks disc in place. 


Sander Plane at $3.95. Re- 
moves stock on both forward 
and back strokes. Files, 
sands, planes, shapes, 
notches. Reversible blade has 
coarse grit on one side, fine 
on the other. 


Table Sav Wheels: $9.95 
to $15.95. For table and radial 
saws. 5 tools in 1! Saws, 
sands, shapes, dadoes or 
ploughs without changing the 
blade. 8” and 10” dia. in variety 
of tungsten carbide grits. 
Blades for portable saws too. 


*A Trade Mark of SKIL Corporation 


NATIONALLY ADVERTISED 


IN KEY MAGAZINES 


POPULAR POPULAR 
SCIENCE MECHANICS 


Products made only by SKiL Corporation, 


manufacturer of famous SKIL and 


SKILSAW products, Chicago 30, Iilinois 


Want more facts? Circle 228, p. 111 
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News About Dealers: 





(Continued from page 160) 


and another building will be 
completely remodeled. Other 
portions will be brand new 
structures. About 42,000 sq 
ft plus parking for 2000 cars 
will be added in the program, 
according to Aaron Simon, 
vice-president. 


Elyria, Ohio — Houghton 
Wagner, owner of Day’s 
HARDWARE, has been elected 
president of the Retail Mer- 


HOUGHTON WAGNER 





News of the Trade 





chants Assn., Elyria Cham- 
ber of Commerce. The vet- 
eran hardwareman an- 
nounced that promotions for 
1959 are already under way. 
Jack Hannaford of ELYRIA 
HARDWARE CoO., was reelected 
treasurer of the association. 


Savannah, Ga. — Otis 
Stubbs, Jr., STUBBS HARpD- 
WARE Co., won the dealer 
competition in connection 
with the fourth annual 
Hunting Dog Contest spon- 
sored by Utica Duxbak 
Corp., Utica, N. Y. Mr. 
Stubbs’ prize was a_ two- 
week vacation in Europe for 
two persons. 


Salisbury, N. C.— GREER 
HARDWARE Co. won first 
prize in a display contest 
conducted by Slaymaker 
Lock Co., Lancaster, Pa. 
Greer was awarded $250. 
Other winners were: second 
prize, HEETER LUMBER Co., 
Rimersburg, Pa.; fourth 
prize, STECK’S HARDWARE, 
Downey, Calif. 


This window display won first prize in the Slaymaker Lock Co. contest 
for Greer Hardware Co., Salisbury, N. C. 





The new fluorescent 


DAY-GLO SIGNS 


BRILLIANT 


black 


Hy-Ko signs fast, fast, fast sellers. 
indoors/outdoors. 


“JET-FIRE" RED and midnight 
make these all metal, weather-proof 
For use 
14°" wide x 10" high, with 


2 holes for easy mount. 
ASK YOUR JOBBER about Hy-Ko Assort- 


ment No. 8 


doz. (your choice of 20 most 


popular and fastest selling 


wordings), 


retailing per 


sign, 50¢. 








FREE! ai metal sales- 
creating Display Rack 
with each assortment. 


"The Hallmark of 








HY-KO PRODUCTS CO., Cleveland 3, Ohio 


Better Letters, 
Signs, Numbers" 
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This is a CORNER CUTTER 
... MOTO-MOWER™ 


doesn't own one 


That’s because Moto-Mower never cuts corners . 
\, has never skimped on engineering, materials o or 
. workmanship in 40 years of building power 
lawn mowers. For proof—take Moto-Mower 
construction ... it’s top quality in every 
detail, from handle to blade—the finest 
die cast aluminum deck and genuine 
Oilite wheel bearings, for example. 
And Moto-Mower’s confidence in 
its product quality and dependa- 
bility is expressed by a FULL 
ONE-YEAR WARRANTY on 
all models. You'll find the 
Moto-Mower line easy to 








MAKE EXTRA PROFITS!: 
SHARPENING LAWN MOWERS 


the MODERN WAY 


When you sharpen 
the mowers you sell 
you cash in on an 
untapped source of 
profits. You can do it 
easier and faster be- 
cause MODERN’S 
NEW HEAVY 
DUTY LAWN 
MOWER SHARP- 
ENER AND BED 
KNIFE GRINDER 
has been especially 
designed to help you 
do the job. Pays for 
itself the first month. 


Only $276.00 FOB Pasadena. 
THE MODERN WAY IS THE BEST WAY 


* Will do 6 precision operations . . . all you need 
* It is compact *% Made of 100% Steel Construction 
% Anyone can learn to operate a Modern 


Plan to get started today send for complete details. 
Write to Dept. H.A. 











ae sell, profitable to sell. 
21” Riviera— one of 8 models 


MODERN MBFG. Co. |” wal 


Subsidiary of 
MOTO-MOWER, wwe. mont aon 
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FOR CUSTOMERS INTERESTED IN THE BEST ANCHOR TO 
USE IN — HOLLOW DOORS, (45S) for thicknesses 1/16” to 
Ye" requires 4" hole — WALL BOARD, (4SL) for thicknesses 
1/16” to %” requires V4" hole — PLASTER WALLS, (SSL) for 
thicknesses V4" to 11%” requires 5/16" — 


LOOK FOR: 3 GRIPPER TEETH, FOR BETTER SURFACE 
HOLDING: ONE PIECE TRIPOD ACTION THAT AUTO- 
MATICALLY COMPENSATES FOR SMALL MATERIAL THICK- 
NESS VARIATIONS. 


ASK YOUR JOBBER FOR OUR 


SERVICE SHARES 


FULLY GUARANTEED AS TO QUALITY, FIT, AND FINISH 
Patterns are available for practically all plows, 
listers, middlebreakers in No. 1 soft center or No. 2 
crucible steel of the highest quality obtainable. 
Also, we are now producing a new line of Star 
Blade-Type Plow Shares—in regular and short pat- 
terns—-made from solid steel, rolled to our own 
strict specifications, and automatically heat treated 
for maximum strength and wearing qualities. You’ll 
want complete details now. 


STAR MANUFACTURING COMPANY 


DIVISION OF ILLINOIS IRON & BOLT CO. 
CARPENTERSVILLE, ILLINOIS, U.S.A. (Est. 1873) 


©@0@e0e00000000000000008080 
Want more facts? Circle 231, p. 111 


NEW COUNTER DISPLAY DEAL. 








WALL ANCHORS 


DIAMOND EXPANSION BOLT CO., INC., GARWOOD, N. J. 
Want more facts? Circle 233, p. 111 
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17 Small Loan Banks 
Now Raising Capital 


The next to the final step 
in setting up local loan 
banks to make long-term 
loans to small businesses was 
taken recently by the Small 
Business Administration. 

Seventeen applicants may 
now go ahead and incorpo- 
rate, name their boards of 
directors, and raise their 
capital fund. 

These 17 applicants can 
file final applications with 
the SBA after completing 
organizations and raising 
funds, then make loans up to 
20 years to small businesses 
or buy stock in small cor- 
porations. (See HA Aug. 


28, p. 10; Sept. 25, p. 59; 
Oct. 23, p. 184; Dec. 4, p. 
103; Jan. 15, p. 10.) 


Ist Sports Goods Show 
Scheduled for Chicago 


Chicago’s Sheraton Hotel 
will be the site of the first 
National Wholesale Sport- 
ing Goods Show planned for 
August 2-5. 

An estimated 100 exhib- 
itors will display a wide va- 
riety of sporting goods in 
the hotel’s Ballroom. Appli- 
cations for exhibition space 
may be obtained from Trade 
Association Shows, Room 
923, 600 South Michigan, 
Chicago 5, IIl. 





Decatur & Hopkins Holds Spring Open House 


Decatur & Hopkins Co., 
Boston wholesaler, held its 
lith Spring Open House at 
its office-warehouse building, 
with the accent on color in 
the decorations. 

Green and yellow colors 
were used to decorate the 
booths, ceiling, and pillars. 
Badges were tied in with the 
spring color scheme. D. & 
H. personnel wore _ yellow 
badges with green printing. 
Manufacturers’ representa- 
tives wore green badges with 
yellow printing. Color was 
used also to designate mer- 
chandise lines. A red tag 
indicated new merchandise. 
Yellow and green tags indi- 
cated Show specials. 

Three pre-show mailings 
and pre-show registration 
built attendance. The third 
mailing went out the week 


prior to the Show so the in- 
vitation was timely in re- 
ferring to the “Show open- 
ing next Sunday.” Pre-show 
registration indicated attend- 
ance and helped D. & H. 
salesmen set up  appoint- 
ments to conduct customers 
through the Show. 

D. & H. officials set up a 
pre-show program to tie its 
salesmen to the show. There 
was a pre-show staff meet- 
ing, and D. & H. salesmen 
visited booths to become 
acquainted with new mer- 
chandise and sales aids. D. 
& H. also published a di- 
rectory of the Show listing 
booths and manufacturers’ 
personnel. 

There were daily door 
prizes for dealers, and also 
other awards made by manu- 
facturers. 


Some of the merchandise exhibit booths at Decatur & Hopkins Co. 


Spring Open House. 


176 «© HARDWARE AGE, March 26, 1959 


News of the Trade 





OBITUARIES 





Jules Kersten 


Jules Kersten, 58, vice- 
president of Cordage Sales 
Co., Inc., New Orleans, La., 
died Feb. 21 in New Orleans. 
Mr. Kersten, a 39-year hard- 


€ 


JULES KERSTEN 


ware industry veteran, 
started as a salesman for 
the Cordtex Co. He joined 
Hooven & Allison Co., Xenia, 
Ohio, in 1923. In 1935 he 
formed his own firm (Cord- 
age Sales Co.) which he sold 
to Plymouth Cordage Co., 
Plymouth, Mass., in 1957. 
Mr. Kersten continued as a 
fully acting vice - president 
until his death. He was a 
member of the Central States 
Hardware Club and a life- 
time member of the Hard- 
ware Golf Assn. 


Earl Butter 


Earl Butter, 62, president 
of the Butter Hardware Co., 
Butler, Wis., and Butter 
Woodwork and Hardware 
Co., Milwaukee, Wis., died 
Feb. 12 in Mount Sinai hospi- 
tal, Milwaukee. He was a 
past president of the Wis- 
consin Retail Hardware 
Assn. 


Edward J. Lorson 

Edward J. Lorson, 83, 
hardware, implement and 
automobile merchant for 48 
years, died recently in St. 
John’s Hospital, Salina, 
Kan., after a long illness. He 
was formerly mayor of 
Chapman, Kan. 


Carl Roehm 


Carl Roehm, 74, an em- 
ployee of the Vonnegut 
Hardware Co. for 50 years, 
died Feb. 19 in his Indiana- 
polis, Ind. home. For more 


than 25 years he headed the 
company’s builders’ supply 
department. 


Charles C. Smith 


Charles C. Smith, 75, owner 
and manager of the Colma 
Hardware Co., Colma, Mich., 
died recently. Mr. Smith was 
a member of the executive 
committee of the Hardware 
Old Timers Assn. 


Charles W. Buhrer 


Charles W. Buhrer, 74, re- 
tired hardware dealer, died 
Feb. 13 in Mt. Carmel Mercy 
Hospital, Detroit, Mich., 
after a stroke. He had been 
in the hardware business for 
55 years. 


Rufus O. Cranford 


Rufus O. Cranford, 88, re- 
tired hardware dealer, died 
Feb. 15 in Jasper, Ala. Mr. 
Cranford owned Cranford 
Hardware Co. in Jasper be- 
fore his retirement several 
years ago. 


George J. Erhardt 


George J. Erhardt, 67, 
purchasing agent for the 
Wayne Hardware Co., Inc., 
Fort Wayne, Ind., died sud- 
denly while at work. He had 
worked for the company 37 
years. 


Walter H. May 


Walter H. May, 66, active 
in the hardware business for 
45 years, died recently at 
his home in Alexandria, Ind., 
after an extended illness. 


Leonard Neary 


Leonard Neary, 53, owner 
and operator of the Our Own 
Hardware store, died at his 
Northome, Minn., residence, 
recently. 


John Pavlides 


John Pavlides, 80, for 35 
years owner of the Linwood 
Hardware store, died recent- 
ly at his home in Detroit, 
Mich. 


Harry Salem 


Harry Salem, 64, hardware 
dealer, died Feb. 10 in Miami, 
Fla. 








. report in pictures of events in the trade 
HA Photo Angles oe ts in the trad 


Shapleigh Hardware Co., St. Louis, receives plaque from 
P & C Tool Co., Portland, Ore., for leading hardware whole- 
salers in sales of P & C hand tools in 1958. Shapleigh’s 
increase was 146 percent. It was in sixth place in 1957. 
At presentation ceremony in St. Louis, seated, left to right: 
Robert Wolff, merchandise manager; Fred Johnson, presi- 
dent: James McKee, sales manager, of Shapleigh. Standing, 
left to right, W. H. Ricke, P & C regional sales manager; 
E. E. Maxwell, sales manager, H. E. Penner, sales promotion 
manager, B. O. Temple, Sr., sales manager, T. A. Taylor, 
sales manager, all of Shapleigh; and A. L. Platky, P & C 
vice-president and sales manager. 


This is the modern ware- 

house recently purchased 

by Janney, Semple, Hill & 

Co., Minneapolis whole- 

saler (See HA, Mar. 12, p. 

243). The building, which 

is the former parts depot | 
for Minneapolis-Moline, is a ie . - = 
on 14!/2 acres of ground in — 
Hopkins, Minn., a suburb 

of Minneapolis. 


This group of dealers at- 
tended the 1959 Manage- 
ment Institute held by the 
Indiana Retail Hardware 
Assn. Feb. 16-18 at the 
Industry Building, Indianap- 
olis, Ind. Hardware indus- 
try people and Butler Uni- 
versity faculty members 
conducted discussion ses- 
sions in stock turnover, 
price merchandise, sales 
planning and other sub- 
jects. 


Frankfurth Hardware Co., Milwaukee, Wis. wholesaler, held its Merchandise Clinic and show at the 
Hotel Antlers, Feb. 24, 25. Some of the 650 people who attended are shown listening to one of a series 
of product knowledge talks given by manufacturers. About 40 manufacturers’ displays lined the ball- 


room walls. The show was so successful that another is planned for next year, according to Wm. 
Frankfurth, president. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
Each additional word 
Positions Wanted 
(Special Rate) set solid, maximum 
words 


Each additional 0 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence und replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, iitereture 
catalogs, etc., will not be forwarded te box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 
HARDWARE AGE is published 


Thursday. Classified forms 
prior to publication date. 


every other 
close 3 weeks 


Spannnee must Sooumnpeny order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 











Representatives Wanted 


Representatives Wanted 





Representatives Wanted 














HARDWARE SALESMEN 


Calling on retail hardware and lumber 
yard dealers, also plumbing and electrical 
supply concerns. One size Screw Anchor 
fits all screws and designed for all types 
of walls. High Commission. Protected 
territory to qualified salesmen. 


FITSALL SCREW ANCHOR 
473 S. Franklin St.. Hempstead, New York 








PAINT BRUSH SALESMAN 


National paint brush manufacturers with competi- 
tively priced quality line seeks active etsablished rep- 
resentative for the States of Kansas, Missouri, lowa 
and Nebraska with following in paint, hardware stores 
and lumber yards. Territory fully protected. State full 
particulars in first letter, with references, etc. Replies 
strictly confidential. 


Box 324, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















WANTED 


MANUFACTURERS’ REPS. AND DISTRIBUTORS 
Brand new line of Aluminum Door Hardware and 
Thresholds; absolutely lowest priced quality line on 
the market; eliminates all competition. For par- 
ticulars write: 
LUSTRE LINE PRODUCTS 
53 North 2nd Street, Philadelphia 6, Pa. 








LAWN MOWER REPRESENTATIVES 


DIRECT TO RETAILER representatives calling on 
Hardware, Lawn & Garden and related retailers to 
sell top quality, moderately priced rotary lawn 
mower. Liberal commission. Protected territory. 
Send complete information on lines now handled, exact 
territory and trade covered. All inquiries will re- 
ceive prompt and confidential reply. 
Box 329, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














EXCLUSIVE PROTECTED TERRITORIES 
open for nationally distributed unique water re 
placement plumbing specialty item packaged for 
sale to plumbing supply houses, hardware distrib- 
utors and retailers. Unique demonstration sells 8 
out of 10 on first call. Box 123, c/o HarpWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS’ REPRESENTATIVES 
WANTED—by established manufacturer of wax 
applicators and refills, natural sea sponges, 
genuine imported chamois, lambswool bonnets and 
wash mitts. We produce quality products at 
competitive prices, attractively merchandised and 
with full freight allowances. Many choice terri- 
tories are open on an exclusive basis with liberal 
commissions to men who thoroughly cover the 
hardware, paint, cleaning and sanitary supply 
trades. Send full details in first letter. Beverly 
Manufacturing, 10 Roland St., Boston 29, Mass. 





EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, depart- 
ment, variety and chain stores. Good commission. 
Write: Midwest Plastics Mfg. Co., 208 Bates 
Avenue, St. Paul 6, Minn. 





WANTED EXPERIENCED CUTLERY 
SALESMAN to sell our line in Iowa and Ne- 
braska. Attractive proposition for the right man. 
Write giving full background to Queen Cutlery 
Company, 10 Commerce Court, Newark 2, New 
Jersey. 





SALESMAN PLUMBING SPECIALTIES to 
sell for established national distributors, exclu- 
sive territory, 10% commission. Write full de- 
tails with references. Replies confidential. Akron 
Supply Co., Inc., 216-218 Grand Street, Brooklyn 
11, New York. 





JOBBERS AND SALESMAN. Aluminum 
polish, fast acting. Especially developed for 
dirty, faded, pitted or oxidized aluminum. Won- 
derful promotional items. Box 326, c/o Harp- 
ae Ace, Chestnut & 56th Sts., Philadelphia 39, 

a. 





AGENT WANTED AT THE EAST COAST 
AREA for world-known patented Danish lawn 
edge trimmer, competitive and of highest quality. 
Please write to: Knud Nording & Co., Norre- 
lundsvej 2, Herlev, Denmark. 
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MANUFACTURER OF WOOD LEVELS, 
new plastic surface level and wood mitre boxes 
opening territories east of Mississippi except 
Wis., Ill., Mich., Ind. and Ohio. Prefer young, 
aggressive representative familiar with hardware 
trade. Reply giving age, experience, territory, 
other lines handled. Write R. S. Anchors, 44350 
Chedworth Dr., Northville, Mich. 





SALESMEN 


Full Time or Sideline—Calling on hardware, depart- 
ment, independent variety stores and wholesalers— 
Tested and proven item—Good Com mission—protected 
territory. Backed by TV advertising as soon as dis- 
tribution is obtained in your area. Write, giving 
personal resume. 


PITMAN CHEMICAL LAB'S, INC. 
PITMAN, NEW JERSEY 

















Wanted—Factory Representative 


to handle first quality cutting tool line. 
Many choice territories open. Send to 
us in first letter, details of lines now 
handled and territory covered. 


Box 318, e/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














MANUFACTURER'S REPRESENTATIVES 
or new fast-moving, easy-pick-up item 
homes, factories, offices, institutions. Retails at 
$1.00 with full jobber discounts. Excellert pro 
motion. Shipped in display cartons. Many terri 
tories open. Give all pertinent details. Sales 
Manager, Merchant & Evans Company, 2035 
Washington Ave., Philadelphia, Pa. 


used in 





HARDWARE SALESMAN excellent oppor- 
tunity for experienced man with following to call 
on hardware, lumber and garden supply dealers 
in Queens and Nassau counties, Long Island, 
N. Y. Established, reputable, full line hardware 
jobber stocking nationally known lines. Draw 
against commission. Newark Specialties Co., 20 
Prince Street, Newark, N. J. 





REPRESENTATIVES 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, toilet seats 
(sprayed, vinyl covered, and mother-of-pearl), plas- 
tic clothes line, industrial hose, including all 
kinds of hose for automatic washers. Box 209, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


WANTED TO SELL 





MANUFACTURERS REPRESENTATIVES 
WANTED. Builders hardware contacts necessary 
for distinctive line decorative cast escutcheons. 
Considerably lower priced than competition. Im- 
mediate acceptance. Generous commission. Pro- 
tected territories available. Box 321, c/o Harp- 
warE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





INDIANA MANUFACTURER OF NA- 
TIONALLY known line of Hand Tools needs a 
Sales Representative to Hardware Jobbers in In- 
diana. Box 325, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVES 
SELLING HARDWARE jobbers, building prod- 
ucts wholesalers, chains in Ohio, Western Penn- 
sylvania, West Virginia, Virginia, New England. 
Leading domestic manufacturer of competitively 
priced, extensive line of cabinet 
hardware. 


satile, modern packaging. Protected territories. 





Sts., Philadelphia 39, Pa. 


and builders 
Well advertised, well promoted. Ver- 





Box 332, c/o Harpware Ace, Chestnut & 56th 





WANTED BY MANUFACTURER: Sales 
men calling on retail hardware stores in Cali 
fornia, Pennsylvania and Illinois to sell popular- 
priced key blanks with unusual feature. Box 333, 
c/o Harpware AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





GARDEN SUPPLY 
SALESMEN: to handle new exclusive garden 
line, low price repeat sales category, direct to 
nurseries and garden centers. Attractively pack- 
aged for individual display. Excellent commis- 
sion. Box 327, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 


NURSERY AND 





WANTED—Salesmen calling on retail trade, 
sell new ‘“‘Private-Label’’ Warfarin rat killer in 
attractive, practical FEEDING STATION box. 
We imprint dealer’s name, etc., ship direct. 
Steady repeat sales. Pay top commission, pro- 
tected territory. Advise lines now representing, 
area covered. Write EATON Company, 1104 
Lakeview, Cleveland, Ohio. 





WANTED — SALESMEN CALLING ON 
HARDWARE and Variety Dealers. Sell direct 
from manufacturer a complete line of glass sub- 
stitutes, plastic storm windows, and _ pressure 
sensitive tapes. Lowest prices on this quick 
repeat business—-protected territories—large com- 
missions. May be carried with other non-con- 
flicting lines. Diamond-T-Waxed Paper Corp., 
114 N. May St., Chicago 7, Illinois. 





SALESMAN—SELL PAINT BRUSHES IN 
CONNECTICUT, Hardware, paint stores, lumber 
yards. Quality line liberal commission. Pro- 
tected territory. Accounts now on books in Con- 
necticut will be turned over to new man. Sira 
Brush Co., Inc., 119 W. 23rd St., New York 11, 
New York. 











Accounts Wanted 





Business Opportunities 





Help Wanted 








REPRESENTATIVES 


3 Covering all phases of jobbers. Can render reliable 
aggressive service. We are national distributors with 
estabilshed actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill direct. 
Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa. 














$$$ 


WANT SALES RESULTS? 
because we concentrate in 
ana. Will handle two 
highest grade considered. 
HarRDWARE Ace, Chestnut & 
phia 39, Pa. 


We get them 
Michigan, Ohio, Indi- 
additional lines—only 
Write Box 219, c/o 
56th Sts., Philadel 





MANUFACTURERS REPRESENTATIVE 
—now selling most of the hardware and mill 
supply jobbers in Eastern Pennsylvania, Southern 
New Jersey, Delaware, Maryland and the metro- 
politan Washington area with one leading manu- 
facturer’s line. Can now handle one good addi- 
tional line to mutual advantage. College gradu- 
ate; have good acquaintance throughout the ter- 
ritory. Box 309, c/o Harpware Ace, Chestnut & 
56th Sts., nee 39, Pa. 


MANUFACTURER'S 
COVERING Minnesota, 
and So. Dakota, 
would like 
WARE AGE, 


Pa. 





REPRESENTATIVES 
Wisconsin, lowa, No. 
calling on dealers and jobbers 
additional lines. Box 330, c/o ARD- 
Chestnut & 56th Sts., Philadelphia 39, 


FLORIDA: 
wants one 
Florida. 
hdwe., 
years. 
56th 


MANUFACTURER’S - REP., 
additional volume line for state of 
Have been regularly calling on wholesale 
and bldg. supply outlets for past five 
Box 316, c/o Harpware AGE, Chestnut & 
Sts., Philadelphia 39, Pa. 











CALIFORNIA, NEW AGENCY 
IZING DIRECT FACTORY To 


15 years with major durable 


SPECIAL. 
dealers Sales 
goods manufacturer, 


sales and top sales management position this 
area, can handle sales, training, promotion. Ware 
housing arrangements possible. Have ample time 
for one additional substantial line only, all replies 
confidential. Box 226, c/o Harpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 





FRESH AND RARING TO GO. Want proven 
line. Just completed over three years selling 
Hardware and Lumber dealers for large manu 
facturer Now establishing as Manufacturers’ 
Representative for New York-New Jersey areas 
Experienced in promotion and training, factory 
to dealer. Details please. Box 331, c/o HAarpWware 
AcE, Chestnut & 56th Sts., Philadelphia 39, Pa. 





Business Opportunities 





WANT AN EXTRA MID WEST WARE. 
HOUSE? If you are looking for an extra ware- 
house located in Columbus, Ohio, which is within 
a 500 _— radius of over half the population of 


the S., this location will serve you well. Over 
four acres of open lot and housed warehouse 
space. Also have office space and showroom 
space available to responsible parties. Also can 
receive and ship your merchandise and even do 
your billing if you desire. Columbus is over 
600,000 population. Five major railroads, three 
air freight lines, and over 100 motor freight 
companies serve city. Plenty of free parking fo1 
you or your customers on fenced in lot. We 
are four minutes from downtown area, and sur- 


rounded by two expressways. 
in handling dealer trade. 
farm machinery, hardware and 
supplies. Contact Mr. Kloss, 
Columbus 15, Ohio. 


Thorot iwhly 
shipping ; 


familiar 


lawn and garden 
Beck Supply Co., 





PARTNERS WANTED 


To share in the profits and benefits de- 
rived from membership in the only dealer- 
owned, wholesale hardware company east 
of Pittsburgh. If you are an independent 
hardware merchant in Pa., N. J., Del., 
Md., or N. Y., there may be a franchise 
available in your trading area. For com- 
plete details with no obligation, write or 
phone: 


Sales Manager 


Franklin Hdwe. & Supply Co. 


863 Easton Road, Warrington, Po. 

















WHOLESALERS, IMPORTERS! 


Representative of well-established Japanese manu- 
facturer desires to contact parties interested in 
importing very high quality line of garden and 
carpenter tools. Tablewares and transistor radios 
also available. Amazingly low prices, tremendous 


profit potential. 
J. HORNIG 


8701 Shore Rd., Brooklyn, New York 

















WANTED SPECIALTY JOBBERS 


Traveling 3 to 10 men in the midwestern, 
southwestern and northwestern =§ states. We 


have a good proposition for you to sell a com- 
plete fastener line that will fit in with your 
present operation. Write us for details. 
SHARON BOLT & SCREW CO., INC. 
ENDICOTT ST.. NORWOOD, MASS. 

















CASH BUYER OF 
MORTISE CYLINDERS, ETC. 


LARRAY TRADING CO. 


77 Market Street New York City, N. Y. 











Write today. 
Roxbury 19, 





tablished for 


California in main shopping area. 
hardware, 











and receiving, | 


chises on 
Modern 

lease. 
sale 
For 
Chestnut & 56th Sts., 


FAIRFIELD 
as striving 
Selling 
bank and 
*/o HARDWARE 
delphia 39, Pa. 


NO EXTRA CHARGE to have your name and 


address embossed in beautiful raised letters on 
key blanks. Order as few as three dozen of 
number. Complete details in our bulletin #858. 


Mass. 


Hazelton Chain Co., 81 Kemble St., 





HARDWARE APPLIANCE 


over 40 years. Located 
housewares, 
brand name appliances and 
store and fixtures. Excellent 
volume for 1957, 
at well below cost due to age 
details, Box M-26. c/o 
Philadelphia 39, Pa. 


Sales 


retail store. Es- 
in central 
Clean stock of 
gifts and paints with fran- 
television 
long term 
$300,000. Sacrifice 
and ill health. 
HARDWARE AGE, 





FOR RENT STORE IN 
county town 
General 
space 2000 sq. ft. Full 
post office, 


AGE, 


established 30 


shopping area. 
Chestnut & 56th Sts., 


PROSPEROUS 
years 
Hardware-Drive-In Parking. 
cellar next to 
Box 320, 
Phila- 











Wholesaler’s Salesman for 
Connecticut 


Excellent opportunity for aggressive, ex- 
perienced man to call on retail hardware 
trade in Connecticut for long established 
N.Y.C. wholesaler. Drawing account and 
commission. Replies treated confidentially. 


Box 323, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














SALES EXECUTIVE 


Outstanding man with superior sales, merchandising 
and sales management record in hardware and house- 
wares field wants change to company offering greater 
opportunity and reward. Have exceptional ability 
to work with people harmoniously and effectively. 


Box 328, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















BUYER 


Shelf Hardware Buyer, with general knowledge of 
the trade, but wholesale experience preferred To 
the right man, this Top-rated—well established 
National Organization offers an exceptional oppor- 
tunity in either New York or Chicago. Your reply 
will be treated confidentially, but must give com- 
plete particulars. 
Box 311, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















WHOLESALER'S SALESMAN 


Ideal opportunity for aggressive, experienced 
man to call on retail hardware trade in Phila- 
delphia and suburbs, for long established New 
York City wholesaler. Drawing account and 
commissions. Replies treated confidentially. 


Box 315, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














Positions Wanted 





EXPERIENCED HARDWARE CLERK, 47 
years old, with 32 years retail and three years 
wholesale selling. Being raised in the hardware 
business, I am ambitious, reliable, and _ trust 
worthy. Don’t smoke or drink also married. Make 
offer in first letter. References furnished. In- 
terested in hearing from livewire Hardware 
Houseware stores. Presently employed. Box 317, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








AMBITIOUS COLLEGE GRADUATE, tam- 
ily man, looking for greater opportunity in sales. 
Ten years hardware experience contacting whole 





salers and dealers. Desire to represent reputable 
hardware manufacturer or manufacturers repre- 
sentative company. Prefer Middle Atlantic or 
Southern States. Will consider others. Box 322, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila 
delphia 39, Pa. 

IF THE POTENTIAL IS THERE I CAN 


TAP IT. Ten years continuous hardware ex 
perience at management level both chains and 
independents. College graduate, single, excellent 
health. Require only modest salary. Available 
thirty days’ notice. Box 319, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Don t miss the BUYING CHECK LIST on page 95 
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Want more LUBRICANT SALES? 


STOCK NEW 








All-Purpose, Graphitoid 
Now, In new, DRY LUBRICANT 
larger, plastic 
puffer guns! Long, 
tapered nozzle. Big, 
handy closure cap. 


i 


i 
4 


STAINLESS © GREASELESS * ODORLESS 


ry 
a 
j 


} 
Ia 


Wh 
Wh: 


Perfect for METAL ® WOOD 
LEATHER © RUBBER @ PLASTICS 


Wherever there’s a squeak 
New 1-900 Display whenever something sticks . . 
oe oo intgggh ono you've got a prospect for LuB- 
size. Colorful, attractive, A-SPRAY! And that’s just about 
fast-selling. everywhere! Home — Office — 
Z Auto — Shop, they all need 
LUB-A-SPRAY. It’s cle aner 
handier ... better in every way. 
Bic Prorir IMPULSE ITEM! 
Order LuB-A-SPRAY today. 

















New 1-400 Display Ask your jobber about these BETTER- 
eer 6—3 Oz. re- SELLING lubricants, too! 

llabl lasti . 

pong ey eye LUB-A-GRAPH © PANEF OIL 
play. Big profit-maker! LUB-A-KIT © LUB-A-CABLE 


PANEF MANUFACTURING COMPANY 


102 £. WALNUT STREET © MILWAUKEE 1, WISCONSIN 
Want more facts? Circle 234, p. 111 





————__ 











BIGGER PROFITS We leek a ee 
WITH ) Saves money 


“ALERT” () cr 
) Easy to install (no special tools 
TAN 4 BA LL t) Everybody needs one 


3 year money-back guarantee 


& e715} ) 2) = « Completely corrosion resistant 








MORE THAN 


7,000,000 
SATISFIED USERS 
Any home keeper 
who has been a 
“bathroom jiggler” 
is a customer for 
“Alert” because 
it eliminates 
worrisome old type 
tank balls and 
lift wires .. . ends 
water waste and 
annoying gurgles 
once and for all. 
Put “Alert’’ on 
REPLACEMENT RUBBER BALL your counter and 

Round ball, chain and profit. 

attachment hook are 

available. Packed 6 to 
a box, 6 boxes 

to a carton. 





CALL YOUR 
WHOLESALER NOW 
‘ela ate rf 


ARDMORE PRODUCTS CO., CONSHOHOCKEN, PA. 





Want more facts? Circle 235, p. 111 
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WORLD LEADER IN RECIPROCATING ELECTRIC HANDSAWS 


Performance 
Surin Longer Ue! 


aca 
ANY 





} we, 
Pigag 
q * _ 
at ee 
Ave Say 
Ae 7 
oe Se 
as ‘> 
s ees 
wy 


ONLY $99.50! 


Sole U. S. Importer of LESTO “SWISS MADE” Saw Blades 


For further information, see your dealer or write: 


VICTOR J. KRIEG, INC. 


Precision-made power tools of unsurpassed performance 


611 BROADWAY, NEW YORK 12, N.Y. 








Want more facts? Circle 236, p. 111 
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Olt & Co., Philip S. 48 
V 
P Vichek Tool Co., The . 131 
P & C Tool Co. 153 
Panef Mfg. Co. 180 Ww 
Pearson, Inc., Ben . 15 , 
' , WwW H E t Co., 
Peters Cartridge Div., Rem- a “ae nannies a . 

e mp eae - P Wenzel Tent & Duck Co., H. 52 

Co. » Font Ge Nemours 38 West Georgia Mills ........ 152 
Pioneer Gen-E-Motor Corp... 152 ee Soe, Se viv. 
Pittsburgh Plate Glass Co. Corp.. ibe Fea 439 
‘ on tag we : co Woodhill Chemical Co. .... 140 
neering a Wright & McGill Co. 52 
Plymouth Cordage Co. . 159 is —_ , 

Portable Electric Tools, Inc. i! y 
Porter Co., Inc., H. K. 

Disston Div. . 103] Yale & Towne Mfg. Co. 

Proen Products Co. 24| Ceramics Div. . | . 101 


New production and finish- 
ing equipment—new pack- 
aging including bulk pack 
and poly bags—rack pack 
for display—colorful boxes, 
new easy-to-read-and-identi- 
fy labels . . . and a big, new 
multi-colored catalog. All of 
this—plus the kind of ser- 
vice and delivery that you 
can depend on. Have you 
checked on this fast moving 
line of shelf hardware re- 
cently? You should — it's 
worth money to you! 


Wi leistlaieldaliaces by 


JOSEPH HALL CO. 


2121 W. CLEARFIELD STREET 
PHILADELPHIA 32, PA. 


Send for NEW CATALOG & pricelist 
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MARSHALLTOWN 


MARSHALLTOWN TROWEL CO 


TROWELS 


MPANY ¢« MARSHALLTOWN, IOWA 
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JACK POST 


Another One of Over 300 





{Customer Furnishes Pipe or Wood Post) 


THE BADEN STEEL BAR & BOLT CO., Rt. 3, Sewickley, Pa. 
Introduces a new “DO IT YOURSELF” 


applied 





RETAILS FOR ONLY $3.95 for Ask your jobber 


or write 


Bild-N-Repair Steelbar Brand 


This No. 80 Kit 
makes anyone of 


four different 
K | T * Patent type posts 


Products 

















Speed King 


MAKES YOUR PROFITS SING! 


wove ao RED RACER 


e Beautiful eye appeal 








All Spe 
shaped 
fort. 

compl 


fe Extra Long Extension 
e Ball Bearing Wheels 
ed King Skates are 
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lo the foot for come 
Investigate the 





Where Prices are Born, Not Raised. QUALITY BRICK-MASON TOOLS 


ete line today. JOINTERS, TUCKPOINTERS, SLEDRUNNERS ROUND AND V, LINE 








Distributed through hardware and toy jobbers from coast to coast 





TWIGS, PINS AND STRETCHERS. Also imprinted Pins and Twigs. 
GET THE #40 assorted Tool Pack, all pre-priced and packaged Shp. wt. 172% 


Retail—$42.97. Dealers less 40%-—$17.19. ist order pre-paid—$25.78. 
HUSTLER CORPORATION STERLING, ILLINOIS | Ask your Jobber or write—FREDERICK TOOL MFG. CO., ELKHART, IND. 


p. 111 _| ss Want more facts? Circle 241, P. WwW 
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TOOL BOX 
OF THE 
MONTH 


Deep drawn, seamless 
steel, hip roof style. 19" 
x 7Y¥,"" x 8%". Lift-out 
tray, electro - welded 

iano.) =o hinges; durable 

aked enamel! finish: 
contour form fitting 
handle: bright, zinc 
plated hardware; also 


@ available in 14" SIMONSEN INDUSTRIES, INC. 
d {eoDL}. and 16 1414 S. Michigan Ave. 
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ARE PROFITABLE 


Sell Fast, Use 
Little Space 


Display as a family of 
gadgets in one place on 
peg boards or counter 
bins for fastest self-ser- 
vice sales. Serving Tongs 
in many sizes, styles. 
Cheese Slicers. Jar 
Wrenches. Deluxe Chrom- 
ium Roast Rack. Skewers 
in all sizes. Lacing Pins. 
Plate Hangers. Potato 
Bake Rack. Broom Clips. 
Food Mixers. Beaters. 
Many other gadgets. 





More than 50 
Kenberry GADGETS 


Ask your jobber 
or write for list 


’ Chicago 5, til. 





Kenberry GADGETS # 







. = a 
n= ~ othe ll 


Giant Barbecue Tongs Ego Ring 


Bp a 
R= ea: a 


Serving Tongs Churn Beater 
JOHN CLARK BROWN '*¢. 


ONE MONTGOMERY ST Vy) y} 
BELLEVILLE 9,NJ. A@/0€/7Y GADGETS 
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REGULAR— 


7 sites for every need 





One set of 4 in a 
3-color box. 12 boxes 
in a 3-color ane carton. 


SIZES: 112", 14", 4", 4%" KH". AH". 
Ask your Jobber or write— 











ROBERT E. MILLER & CO., 





Extra case hardened. Excellent mirror finish, plas 
a heavy nickel plate. 


FURNITURE LEVELER-—> 


Adjustable Combina- 
tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


SIZES—I"' base, 4 on 
card; I'4"', 2 on card; 
1'/,"", 2 on card. Drive 
into universal socket 
or 5/16" hole. 
















INC., 35 Pearl St., New York 4, N. Y. 


one set of ye Renter 


card 


GENUINE, ORIGINAL 


DOMES ~ SILENCE 


INSULATED 
FURNITURE GLIDES 


RUBBER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 

SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE, 
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A iat ’ 
cur hi 


THREAD 


MACHINE BOLTS | 


_- 
ROLLED 
THREAD 


CARRIAGE BOLTS 


oe teen 


Ps 


WECTLELLIL LAs 


abd ddddddda 


NUTS 


FINISHED 


| SEA POSERE PPPS DOPE ere sre 


eC a ea eee ee 


| (BETTER BUY "RATIONAL. ) 


ee a eee 





“NAT” STANDS OUT 


for one-source buying 





Want to reduce your fastener handling and ordering problems? 
Switch to one-source buying. National stands out as your most logical single source 
because: 1. It’s the complete line. 2. Packaging is uniform, colorful, with buy appeal. 
3. Color-coded labeling makes stock handling easier. 4. Quality is unsurpassed, 
assures constant customer satisfaction. 
Standardize on National and eliminate costly prob- 
lems of multiple-source buying and handling. Sell 
National, and you'll be selling the complete quality 


Nati line—the one that stands out. 
ational, ? 
aoe — Ask Your Distributor. . 


. He Knows 


@ ; & / THE NATIONAL SCREW & MFG. COMPANY 
i GA a CLEVELAND 4, OHIO 

cnesten | 7 SF a Pacific Coast: National Screw & Mfg. Co. of Cal. 

Hoists 1§ ino | 3423 South Garfield Ave., Los Angeles 22, Cal. 








Kerosene Ranges and Stoves 


Famous for flavorful cooking and baking, 
BOSS cooking appliances are... 


available in a wide choice of styles and sizes—the 
most complete line on the market 


equipped with famous Top-Speed, Blu-Hot, Prize or 
Azure burners 


@ priced to fit any budget 


easily installed anywhere with no expensive fuel 
connections needed 


finished in white porcelain or baked enamel, and 
table-top models in decorator-style pastel colors 


Stock the BOSS line. . . sell the BOSS line, leader in smart new 


kerosene ranges, stoves, ovens and heaters. Write for dealer 
literature and details now. 


THE HUENEFELD CO. CINCINNATI 25, OHIO 











